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Thesis Abstract

The promotion of social products is no longer taking conventional marketing practices as
its core orientation. Rather, organizations communicating the significance of social
consumption are also making use of a new marketing approach, namely social marketing.
The present investigation takes such approach as a basis, which in combination with
consumer behavior and communication theory, led to construct the methodology
necessary to evaluate the communication strategies of Altromercato, the main fair trade
Organization in Italy. Hence, a detailed literature review as well as empirical data is
presented in this report. The findings suggest that Altromercato bases its communication
strategies mainly on social marketing practices; nonetheless, it is recognized that the
assistance of conventional marketing tools are needed to select the appropriate channels,
to identify the audience and, to send the message effectively.
Key words: Altromercato, fair trade, social products, ethical products, ethical
consumption, communication channels, distribution channels, social interactions.
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1. INTRODUCTION
Aimed at providing an insight of this research, this chapter introduces the background
information that supports this work. Later on, the statement of the problem, the research
question, the objective and the relevance of the study are presented. The chapter
concludes showing how this research has been structured.
1.1 Background information
Traditionally, marketing has been regarded as a discipline mainly focused on promoting
products and services aiming at meeting consumer´s needs. Thus, it has shown significant
success within the market dynamics. However, the discipline has not been free of criticism;
arguments held that the core of marketing revolved around the rationality of man, namely
on the notion that all men seek to maximize utility (Sachs and Benson 1978 In Lindgreen
et al., 2010). Such utility was represented by the possibility to satisfy consumer´s wants at
the lowest price. Based on this, marketing was used by companies purely to achieve such
maximization, holding as ultimate goal the increasing of companies´ profit. Definitions
like “the marketing concept means that an organization aims all its effors at satisfying its
costumer –at a profit” (McCarthy and Perreault, 1984 In Houston, 1986 p. 82) contributed
to the decline of this discipline´s popularity (Lindgreen et al., 2010). Therefore, it was
perceived that, in order to only benefit commercial corporations, marketing creates
superfluous needs, using the consumer as an instrument to achieve profit maximization.
Such situation raised the attention of some scholars, who started to wonder why
marketing should only be regarded as a costumer-oriented and a business-centered
discipline. Kaldor (1971 In Houston, 1986 p. 86) noted “that consumers do not always
know what is needed”; therefore, this discipline should focus on promoting what is socially
desirable. By 1951, Wiebe had already started to contemplate the possibility that
marketing could bring benefits to the whole society. During the sixties, society was also
reacting to the marketing system; inspired on negative social events -such as the social
calamities resulted from wars, citizens raised their voice, and pressed marketers to attach
strong social focus to the discipline. The final result was that a new marketing approach,
known as social marketing, landed in society (Andreasen, 2003). It was in 1969 when
Kotler and Zaltman introduced the concept of social marketing, the authors claimed that a
new discipline, making “use of marketing principles and techniques to influence a target
audience to voluntarily accept, reject, modify, or abandon a behavior for the benefit of
individuals, groups, or society as whole”, was developing as a way to enhance social
dynamics.
At present, some commercial corporations are trying to respond to consumer´s demand
from a socially responsible perspective. Sali (2006 In Besnard et al., 2006) sustains that
companies acting socially responsible should be consistent with procedures that help to
make a transition from a society of consumption to a society of consumers. The type of
product these companies offer, the environmental regulations they follow, the charity
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activities they execute, among others, require a switch from a commercial-centered
marketing to a more `social-oriented´ marketing. The goal is to make a transition from a
society consuming what it is wanted, but not needed; towards a society that consume what
it is needed, but do not particularly wanted (Peattie et al., 2003).
Social Marketing and ethical consumption
As stated above, social marketing recognizes as its main goal the behavioral change of an
individual or a group of individuals. Moreover, this discipline also manages the
interrelations of individuals and their social groups through deep investigation, and
evaluation of their decision making processes (Domegan, 2008). Therefore, exploring
individuals and their consumption patterns will help social marketers to communicate the
message behind the action of purchasing and consuming products that benefit society i.e.
ethical products. Ethical consumption refers to a phenomenon occurred in the nineties;
when consumers, inspired by issues such as child labor and genetically modified
organisms, started to demand products which would combat those issues (Cowe et al.,
2000). Hence, a type of ethical consumer along with ethical products was emerging. The
latter are defined as those products supporting ethical themes e.g. animal welfare,
environmentalism, consumer protection and, human rights. “In general, an ethical
consumer feels responsible towards society and expresses these feelings by means of his
purchase behavior” (De Pelsmacker et al., 2003). Ethical products have become more
available to the consumers and are supposed to be identified through labeling systems,
such as eco-labels, fair trade labels, organic food labels, forest certification labels,
sweatshop-free labels and, anti-slavery labels (Connolly et al., 2006).

Fair Trade as Ethical Consumption
The possibility to link the element of human rights protections to product consumption
gave origin to what it is known as fair trade, namely those products that guarantee fair
price and fair working conditions for producers. People concerned about human rights
might feel identified with this movement. Shaw et al. (2002) posit that self-identity and
ethical obligations are main drivers of fair trade consumption, these two elements are to
be used as predictors of behavioral intentions. Furthermore, the authors claim that real
committed consumers put price and quality as second place in their priorities.
Consequently, fair trade consumption might be perceived as the way in which ethical
consumers fulfill their goals of performing ethical behavior through their purchases.
Social marketing has taken the lead to communicate the existence of these products as
well as the symbolic meaning of consuming them.
Globally, actions of consuming fair trade products has been characterized by features such
as concerned consumers, campaigners in developed countries pushing for a fairer trade
with developing countries, support of the media regarding fair trade issues, increases of
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corporate social responsibility and, raises in the power of the suppliers (Strong, 1997).
Figures of 2007 show that the total fair trade market in thirty three consumer countries of
Europe, North America and the Pacific Rim region was worth about €2.65bn, up from
€1.87bn in 2006. Europe represents the most important consumer market, a little less
than two thirds of these sales, i.e. 64 % of the total, were generated in this continent
(Krier, 2007). Countries like the United Kingdom, Switzerland, Germany and the
Netherlands represent the largest market for fair trade products (Krier, 2007); while
Belgium, France and Italy are considered growing markets (IFAT, 2007). This rising
trend is a challenge for the national fair trade organizations in the latter three countries in
particular, and for their respective distribution systems.
The main channel of distribution of fair trade products is known as “worldshops”. There
are four thousand of these specialized shops in the world. Germany (with more than eight
hundred worldshops), Italy and The Netherlands together are home of nearly half of all
worldshops worldwide (Krier, 2007). Ethical consumers consider these special shops as
the most coherent form of distribution of fair trade products. In their view, worldshops
represent the original spirit of fair trade; as so, worldshops are regarded as the alternative
for the mainstream delivery system (Rinaldi, 2007). Using symbolic environments as the
main selling points might be a proper strategy to increase the number of the actual and
potential consumers of fair trade products. The scope of social marketers is to work out
strategies that communicate the social aspect of those places, namely as spaces where
people can not only purchase the products, but also grasp the significance of fair trade,
and get closer to the cultural aspects of the producer countries.
Given that Italy represents a growing market, and that the country is home of a
significant number of worldshops (600 ca.), this investigation analyzes the Italian case
regarding the marketing communication strategies of its main Alternative Trading
Organization (ATO): the consortium Ctm-Altromercato. This ATO is the largest fair
trade organization in Italy and, it is the second on the world level. The Italian is a special
case regarding the role that the worldshops perform in this market. According to Rinaldi
(2007), the worldshops are responsible of approximately, sixty percent of the total sales of
fair trade products in this country; which is not the case in the other European countries,
where mainstream distributors are the main selling points. Altromercato manages the
majority (350) of the worldshops or Botteghe del Mondo all over Italy1. Despite this positive
scenario, it is likely that Altromercato faces some difficulties to reach the audience;
especially because some people might not derive the benefits directly from the act of
purchasing. According to Rothschild (1979), the most prevailing problems in social
marketing are the intangibility of nonbusiness products, the low frequency of purchase,
lack of behavioral reinforcement, the need to market to an entire but heterogeneous
society/market, and the extreme levels of involvement varying from low to very high. In
1
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this context, it is relevant to explore how Altromercato is addressing the consumers via
message building, benefits provision, purchasing behavior reinforcement, and so on. Such
exploration is possible with the use of social marketing as the main theoretical framework,
but also with the assistance of communication and consumer behavior theories.

1.2 Problem Statement
There is a scarce body of literature regarding communication strategies to promote fair
trade products. Additionally, fair trade is no longer concentrated in a particular niche,
rather it is rapidly moving towards mainstream (Golding et al., 2005). The latter
statements could imply that fair trade marketing strongly follows conventional marketing
strategies. In this respect, one case commonly mentioned is the one of CaféDirect
(Goodman, 2009). As it has been reported, CaféDirect promoted fair trade coffee using
conventional marketing strategies -in particular highlighting price and quality- and, that
the social message was an attribute used when the product was already positioned in the
market.
The lack of a standardized format to build fair trade marketing-communication strategies
could provoke that some fair trade promoters are tempted to purely join conventional
marketing practices. Therefore, there is the need to evoke marketing communicators to
prevent themselves from the adoption of strategies purely based on the physical attributes
and quality of their products, which ‘happen to be fair trade as well’ (Golding, 2008).
Acting carefully in such respect, should evade losing the spirit of fair trade; and
consequently, prevent from losing those consumers who have been supporting the
movement due to their hopes for the emergence of an alternative and just market system.
In the context of this research, the stated problem is that Altromercato -aimed at broaden
its audience- might be strongly following commercial marketing strategies as well as
joining the mainstream distribution channels to promote fair trade, putting at risk the
core meaning of its existence. Therefore, the problem investigated here relates to the
challenge faced by Altromercato when combining both conventional and social marketing
approaches in order to approach diverse market segments, identified as its current
(committed) and potential consumers.

1.3 Research Question
From the above mentioned problem, the main research question leading this investigation
is:
“What are the Communication Strategies used by Altromercato to promote its fair trade
products?”
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Aimed at answering it, the research question has been divided into sub research questions
(SQ) as follows:
SQ1: Who is the target audience of Altromercato?
SQ2: What are the main distribution and communication channels used to
reach the target audience?
SQ3: What is the content of the message transmitted by Altromercato in order
to communicate with the target audience?

1.4 Objective of the Study
The main goal of this investigation is to evaluate the marketing-communication practices
of Altromercato when promoting the consumption of fair trade products in Italy. Hence, I
propose to explore the marketing communication strategies that this Organization
executes and with that, realize if Altromercato is aware of the different characteristics that
consumers hold, so as to design its communication strategies. Lastly, it is hoped that the
evaluation will lead me to provide recommendations based on both the theories to be
included in this research and, the empirical data to be obtained from interviews and
observations.

1.5 Relevance of this Study
Fair trade consumption trends are promising; nonetheless, in order to achieve that those
trends sustain in time, it is needed to have structured social marketing-communication
plans to be regarded as a consistent linkage between consumers and ethical products. This
investigation aims at contributing to the formulation of proper strategies for those
organizations promoting ethical products, specifically fair trade products. Under the
exploration of the actions of one particular fair trade organization, I expect that the
results of this study are taken as a platform to build social marketing-communication
strategies for other non for profit entities.

1.6 Outline of the Thesis
The structure of the thesis is as follows. Chapter two explains the selected methodology
to execute this work. Chapter three includes theories of social marketing, consumer
behavior and communication used to guide the process of seeking and interpreting the
empirical data to be found through interviews and observations. Chapter four describes
fair trade regarding the historical background and the structure of the movement. The
chapter also provides a description of fair trade in Italy; and specifically, it introduces
5

Altromercato as the fair trade organization, taken as unit of analysis in this investigation.
Chapter five shows how the marketing planning system, presented in the theoretical
framework, is applied to the practices of Altromercato. The analysis of the data obtained
from interviews and observations is included in chapter six. Then, chapter seven presents
the conclusions; followed by recommendations provided in chapter eight. Finally, a
discussion is presented in chapter nine.
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2. METHODOLOGY
This chapter explains the type of research this investigation is, as well as the approach
followed in order to meet the objectives of the study.
The present is a qualitative and descriptive research which identifies the communication
strategies of a selected fair trade organization. To achieve this goal, this investigation
makes use of the following methods: desk research, semi-structure interviews, and
observation. The unit of analysis is Altromercato, which is the main fair trade importer in
Italy, and also a consortium grouping the majority of worldshops in the country. In order
to enrich the study with primary and secondary information, the research plan has
proceeded in two phases (see figure 1).

First phase: Literature Review

Second phase: Data Collection

Figure 1. The two phases of the methodology guiding this investigation

2.1 First phase: Literature review
Desk research demarks the first phase. The latter is presented in chapter three and
consists of a revision of social marketing, communication and consumer behavior theories.
The purpose is to make use of the first phase to build a referential theoretical framework
as a guide for the second phase.

2.2. Second phase: Data collection
During this phase, fieldwork was needed in order to gather primary information. The
methods used in the fieldwork were semi-structured interviews and direct observation.
The results obtained in this part are analyzed based on the theories included in the first
phase. As follows a description of the mentioned methods is provided.
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2.2.1 Semi-Structured Interviews
Semi-structured interview was chosen as one of the research method because it allows for
flexibility as well as for clarification and elaboration on the answers given during the
conduction of the interview (May, 1997). It is expected that this selected type of interview
enhances the exploration of motives and reactions of the respondents.
Three semi-structured interviews were designed in order to be applied to three different
sources of information i.e. Marketing Manager of Altromercato, representatives of the
worldshops, and youngsters -considered as potential consumers. The interviews were
structured in line with the research question guiding this investigation. Details about each
of the semi-structured interviews are provided in the following paragraphs.

2.2.1.1 The interview
Altromercato.

with

the

Marketing

Management

Department

of

This interview followed the marketing planning system designed by Kotler and Zaltman introduced in the theoretical chapter. The questions were organized according to the
composition of the mentioned model; hence, the interview was divided in four parts: the
environment impacting Altromercato, the planning variables of the marketing mix
(product, price, promotion and place), the channels, and the target markets. Addionally,
practices of other conventional marketing strategies were inquired. Both a detailed
explanation of how the theories have been applied to the interview, as well as the semistructured interview itself, can be found in chapter five. In order to conduct the interview,
the Marketing Manager of Altromercato was contacted by e-mail and, consequently by
telephone so as to ask for his cooperation for this research. Given his affirmative answer;
an appointment was set. The interview took place at the offices of Altromercato –located
in the city of Verona, Italy.
2.2.1.2 The interview with the representatives of the worldshops.
A second set of semi-structured interviews was conducted to the representatives of the
worldshops (see Annex I). The scope of this semi-structured interview was to analyze the
existing connection between each of the worldshops with the headquarter, and with that,
realize whether the communication strategies mentioned by Altromercato are consistent
with those practiced by the worldshops. In other words, it was intended to discover if a
standardization of the strategies is applicable to every specific local market, as well as the
kind of particular efforts made by every shop so as to approach consumers.
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2.2.1.3 The interview with a young audience (university students).
Although this investigation was not analyzing the demand side of fair trade; during the
fieldwork, it was considered as relevant to interview some youngsters with the purpose of
exploring how the message transmitted by Altromercato is being perceived by a young
audience. Twenty students of the University of Bolzano were purposively selected. The
selection of the respondents was guided by a sampling method known as “handpicked
sampling” (O`Leary, 2004), in which the selection of the cases is determined by particular
criteria. In this case, the criteria to be met were three: i) the age (respondents had to
belong to an age group ranging from 18 to 33 years); ii) the gender (ten males and ten
females, so as to achieve some gender balance) and thirdly, iii) attitudes towards fair trade
(a positive feeling towards fair trade was expected). Therefore, after selecting the
respondents according to gender, the interview started with the following filter questions:
‘how old are you’ and, ‘do you have positive feelings about fair trade?’. The latter question
allowed including people with positive attitudes towards fair trade; in other words, the
interview holds a bias towards people who are willing to receive the message of fair trade.
Obtaining an affirmative answer to that question led to a continuation of the interview;
otherwise the respondent was not considered as valid for the purposes of the interview.
The interview is presented in Annex II.

2.2.2 Direct Observation
This methodological tool was considered as an appropriate way to triangulate the
information and increase the validity of this research. Observations allow the study of
groups or situations over time. Moreover, the literature sustains that any observation can
be direct or participant. In the former type, the observer is detached from the situation
being analyzed; whereas in the latter, the researcher is both an observer and a participant
of the situation (Punch, 2005). The present corresponds to a direct observation due to the
fact that the researcher was not part of the phenomenon being observed.
In the context of this investigation, the worldshops of the city of Bressanone (city where
the first worldshop was opened in Italy), Bolzano and Trento (the two main cities of the
South Tyrol region) were selected. The evaluation of the worldshops´ atmospheres used
as communication channels was based on aspects such as physical presentation of the
stores; available in-store information; and, interaction between both staff-costumers, and
costumers-costumers. The observation was aligned to a structured format, namely an
observation guide or checklist so as to organize the process (O´Leary, 2004). The
observation guide, uniformly applied in each of the selected worldshops, is shown in annex
III. With such a guide, field notes were taken and used to document the findings.
As follows, a detailed description of the activities explained in the methodology is
presented:
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1) Design of semi-structured interviews based on relevant theories (see chapter five;
annex I and II).
2) Conduction of the designed semi-structured interviews to key informants of
Altromercato and the worldshops.
3) Conduction of the designed semi-structured interviews to a young audience.
4) Design of an observation guide (see annex III).
5) Observation of the worldshops, making use of the observation guide.

It is expected that the above mentioned activities lead the researcher to:
6) The evaluation of the communication strategies of Altromercato guided by the
revised theories.
7) The analysis of the information provided by the representatives of the worldshops.
As well as the documentation of the observations in the shops.
8) The interpretation of the information obtained from the young audience.
9) The provision of general conclusions and recommendations.
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3. THEORETICAL BACKGROUND
This chapter includes the theories which were taken as the framework of this
investigation. First, social marketing is presented as the central notion guiding the
present research. It is claimed that this marketing approach is essential for the promotion
of any social offering i.e. social behaviors and social products. Nonetheless, this section is
also enriched with the introduction of conventional marketing principles. Hence,
following a model which includes conventional marketing techniques, the first section of
the chapter offers a system aimed at facilitating the design and execution of social plans.
The system evokes social planners to pay special attention to each element of the
marketing mix, as well as to the selection of proper channels. Additionally, it is argued
that planners must gain knowledge about the public so as to fit the plan to the target
audience.
Gaining knowledge about the audience is precisely the scope of the second section of this
chapter, which highlights the necessity of exploring consumer behavior theory. From a
psychological and sociological perspective the behavior of individuals is explained, the
main purpose is to try to understand how individuals are influenced by internal and
external factors when shaping their consumption patterns. A significant notion introduced
here, is the stages-of-change model; such notion allows arguing that individuals
experience different mental and behavioral stages which determine whether or not they
are eager to accept a particular offering. Later, the theory of involvement is mentioned to
state that the way people connect to a given issue/object might determine how they
process information and make consumption decisions. It is also regarded as relevant the
introduction of exchange theory, so as to elaborate on how exchanges might satisfy
individual and organizational objectives.
The last section of the chapter presents the theory of communication; giving special
attention to some communication models which best suit the social planning system. In
this part, it is argued that marketing strongly depends on communication; hence, it is
made clear how the five elements of communication play a key role in what it is known as
marketing communication.

3.1 Social Marketing
The concept of social marketing was presented by Philip Kotler (1969) stating that “a new
discipline, making use of marketing principles and techniques to influence a target
audience to voluntarily accept, reject, modify, or abandon a behavior for the benefit of
individuals, groups, or society as whole, was emerging” as a way to better respond to real
needs of the society (In Kotler et al., 2002 p.5). The use of conventional marketing
techniques is supported by the fact that social marketing also sells, but its scope is to
promote and help to implement behavioral changes. In this section, it will be presented
that social and conventional marketing share similarities –social marketing has taken key
11

concepts from conventional marketing-; nevertheless, these two disciplines differ mainly
in their ultimate goals, as would be explained in the following paragraphs.
Inspired on Kotler´s definition, other scholars have conceptualized social marketing.
Prothero (1990 In: Peattie et al., 2009) regards this new discipline as those marketing
activities which take into account both the welfare of society, as well as the interests of
consumers and business shareholders. Similarities among social and conventional
marketing lie on the fact that the former has adopted an important number of
conventional marketing practices such as marketing mix, segmentation, competition,
positioning and branding, among others (Andreasen, 2006). On the other hand, unlike
conventional marketing´s ultimate goal of promoting the consumption of product and
services, social marketing is concerned about promoting the adoption of positive social
behaviors through the consumption of products, services, ideas or causes. For instances,
while conventional marketing might be interested in introducing recycled products, social
marketing could promote the action of recycling -as a consumer behavior, but also the
consumption of the recycled products themselves (Peattie et al., 2009).
One of the first social contributions of this field was the promotion of family planning in
India; in that instance, private sector marketers representing the business sector
collaborated with the organizations in charge of the program (Harvey, 1999 in Andreasen
et al., 2003). That particular situation showed that the joint efforts of conventional
marketing and social marketing were beneficial for the society. Besides, it was realized
that social marketing is particularly an effective tool to influence behavior change. Since
then, social marketing was commonly used in the planning and execution of many social
campaigns, especially in the area of health (Andreasen et al., 2003). Nowadays, not only
health, but also environmental and other social issues are benefited by social marketing
practices (Kotler et al., 2002).
Despite the positive scenario enjoyed by social marketing, the discipline still faces many
challenges. Andreasen et al. (2003) claims that, among others, some difficulties relate to
the fact that social marketers are often asked to influence nonexistent demand in some
cases and, negative demand in other cases. Nonexistent demand regards people ignoring
the negative consequences of their behavior; this could result from the tendency of people
acting strictly attached to their traditions, or from people’s lack of information. Negative
demand refers to situations in which people -consciously or unconsciously- detest a
product or service. These two kinds of demands encourage social marketing practitioners
to design appealing strategies when approaching those audiences (Bloom et al., 1981). It is
also argued that the offering of expected benefits is not an easy task for social marketers.
This difficulty has to do with the fact that, in most cases, the benefits are not immediately
perceived and tend to be non tangible. Furthermore, in some occasions, the benefits are
directed only to third parties or other groups of the society (Andreasen et al., 1981). All
this represents important challenges for social marketers to take into account. Their task
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might, however, be mitigated if an effective planning is executed; for that, conventional
marketing tools are highly appreciated.
In sum, social marketing aims at promoting behavioral changes. To achieve its goals, this
discipline focuses not only on convincing people to change their behavior; it also provides
the instruments to execute those changes and to sustain them in time. Social marketers
must be aware that in a free society, costumers are the ones who decide; therefore, the
product, service or intervention offered should guarantee better outcomes than the
alternative behavioral choices (Domegan, 2008). Furthermore, it is needed to understand
the target audience so as to design a set of choices which would benefit not only the target
group but also an extended group of individuals. The former can be achieved by exploring
the environment and analyzing key elements around the social issue under consideration.
A system called the Social Marketing Planning (explained further in this section) might
be regarded as a framework to guide such exploration.

3.1.1 Social Marketing and Ethical Consumption
Ethical consumption is driven by those concerns and actions inspired by environmental or
ethical conscience (Cowe et al., 2000). In line with what was stated in social marketing
practice, `consuming´ the idea and performing actions to better off the world may be
regarded as an ethical consumption. Cowe et al. (2000) sustain that ethical consumers are
those individuals holding attitudes and, performing behavior, regarding ethical issues.
Furthermore, the authors claim that since the nineties, consumers´ concerns have been
about health issues, later on, stronger attention has been given to the environment and
human rights. Active ethical consumers have shown commitment towards ethical issues
with actions such as boycotting non ethical products, organizing and participating on
debates or events to raise other people´s awareness of ethical issues, ethical investments,
choosing products and services with attached ethical value e.g. organic food and fair trade
products.
Cowe et al. (2000) mention the existence of a wide range of definitions of ethical
consumers; the authors list consumers who are responsible, socially conscious,
ecologically concerned, environmentally concerned, environmentally/ecologically
conscious, green, green-ethical-charitable, ethical, semi-ethical, humane, conserving,
ethical simplifiers, voluntary simplifiers and, downshifters. Connolly et al. (2006) claim
that all such concepts could be grouped by their commonalities regarding the concerns
and feelings consumers hold; this line of thought leads to the emergence of three groups:
the green consumer, the ethical consumer and, the voluntary simplifier. First, green
consumer is defined as the person concerned by personal health, environment, and animal
care issues. On its respect, the definition of ethical consumer is similar to the one of green
consumer, but it adds the social element, namely the concerns about social fairness
(Brown, 1993). Therefore, it would be possible to sustain that green consumers might
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remain in such state in which their concerns are purely environmentalist; nevertheless, an
evolution from green to ethical consumer is highly probable. Such evolution is supported
by Strong (1996) who argues that environmental concerns are connected to social ethical
issues leading the green consumer to become ethically aware; joining, for instances, the
principles of fair trade. Thirdly, the term voluntary simplicity refers to a lifestyle of low
consumption, ecological responsibility and self-sufficiency (Shama, 1985 In: Connolly et
al. 2006). Voluntary simplicity is framed by actions which include ethical consideration of
the environmental and social impact of their consumption choices. While performing such
actions, environmental and social concerns become part of their lifestyle. In any case,
either of the terms to be taken represents high commitment to social and environmental
causes, as well as the implication of large efforts of consumers (Connolly et al., 2006).
The role of social marketers in the field of ethical consumption may start by monitoring
both the ethical concerns in mind of these consumers, as well as their buying intentions
and actions to contribute to the solution of ethical problems. However, monitoring the
intentions of ethical consumers might not be an easy task. Bloom et al. (1981) point out
that one difficulty for social marketers is that most people tend to feel embarrassed to
reveal their true behavior in social surveys, so they provide inaccurate answers related to
what it is desired in society, rather than what they really do. Hence, in order to not only
inquire their buying intentions, but also explore their actual buying behavior, a
tremendous amount of effort should be done when focusing on ethical consumers. This
effort is worthy since it could be an effective way to recognize ethical consumer’s
attitudes, and from that, create mechanisms to translate those attitudes into sustained
behavior. Social marketers are called to build messages that go in line with the discourse
of ethical consumers, so as to appeal to them effectively. For that, effective communication
strategies are crucial; they could create a contagious effect to the rest of the society,
increasing the number of ethical consumers.
The concerns and actions of ethical consumers may be regarded as a good starting point
when the objectives of social marketing are to maintain and increase the number of people
willing to belong to the ‘ethical consumption world’. Ethical consumers present the
advantage that they are already convinced about the desired social change. Nonetheless,
they need to know where and how to access to ethical product so as to feel better engaged
with their beliefs and maintain such behavior. Furthermore, they need to feel that their
actions are having positive social impacts. Ethical consumers are likely to maintain their
behavior, if they perceive that the offerings are effective, realistic and socially fair. The
former should be strongly considered by social marketers, they should offer more
supporting information and provide accessibility to the social issue; in other words, social
marketers should arrange most factors to facilitate the audience to perform the action and
stick to it (Andreasen et al., 2003). In order to achieve this, a comprehensive planning
system is recommended. For the design and execution of such a plan, the use of
conventional marketing should be considered. As Kotler and Zaltman (1971) believe,
specific social causes could benefit from conventional marketing thinking and planning. In
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this line, these authors designed a planning system to be applied to social marketing
practices, as will be described as follows.

3.1.2 Social Marketing Planning System
Social marketers have perceived the use of conventional marketing as an effective way to
plan a number of social programs. Similar to the promotion of commercial products, the
introduction of social products or any social program involves actions such as product
planning, pricing, communication and distribution; the latter has evoked social marketers
to base on the McCarthy’s 4 Ps model known as the marketing mix – which works with
product, price, promotion and place (Windahl et al., 1992).
It has been sustained that social marketing has matured as a discipline, and the
interpretation of the four Ps has indeed acquired a social meaning. Hence, Peattie et al.
(2009) state that it is possible to talk about ‘a proposition’ as a replacement to the term
‘product’, ‘accessibility’ instead of ‘place’, ‘costs of involvement’ rather than ‘price’ and,
‘social communication’ replacing ‘promotion’. The authors claim that the notion of
proposition replaces product because the core issue is that the consumer is being asked to
buy the idea of a better world, so social marketing promotes the acquisition of a lifestyle
rather than only a product in itself. The proposition bases on benefiting others, rather
than purely benefiting the consumer (Peattie et al., 2003). The concept of place has been
replaced by accessibility; in this sense, social marketing does not concentrate purely on
physical places (although they are involved), rather the main concern lies on the provision
of access to the product and its meaning, access to information, access to expert opinion,
and access to exchange ideas with others about the particular issue at stake. When it
comes to price, Peattie et al. (2009) sustain that “in social marketing interventions, the
costs of changing behavior are not financial” (p. 264); although parts of the costs might be
monetary, there are also costs related to time, energy, physical and psychological losses
attributed to the adoption of new behaviors; the consumer must understand that the price
involves all possible costs. Lastly, the fourth P –promotion, is renamed as social
communication, in which an interaction with the consumer is a key component of the
process. In this aspect, Peattie et al. (2009) recognize the similarity with conventional
marketing; since this discipline has also created interactive communication with the
costumers in order to get to know them better, provide a better service and, build long
term relationships. Social marketing is inspired on that, but its focus is on encouraging
the adoption and maintenance of new positive behaviors.
Based on the 4 Ps model and, on additional principles of conventional marketing i.e.
market segmentation, Kotler and Zaltman (1971) designed a system called ‘Social
Marketing Planning’ as an administrative process framework which aims at facilitating
the planning task for the professionals of this field. With the use of this system, a better
planned and communicated social program is expected. The authors recognize that the
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system does not guarantee that the social objectives will be entirely achieved; however, it
should be regarded as a model for effective social planning, especially, in times when social
issues are getting higher relevance. Generally described, the system introduces the
importance of the environment surrounding the social offering, which could also affect the
four elements included in the analysis:
1.
2.
3.
4.

The Change Agent
The Planning Variables
The Channels
The Markets

The first element -the change agent, is continuously collecting information from the
environment, this information is meant to be used to plan and create messages to be sent
through channels to the audiences. By environment, it is meant the economic, political,
cultural and competitive factors which have an effect on the planning system. Economic
environment refers to the purchasing power of the society; political environment regards
the laws, government agencies, and pressure groups that have an impact on organizations
and individuals in society; cultural environment is shaped by the basic beliefs, values and
norms that guide social relationships; finally, competitive environment refers to the
actions of similar and competing groups (Kotler et al., 1971; Kotler, 1984). Figure 2
illustrates the social marketing planning system, which will be detailed in this section.

ENVIRONMENT

Political
Economic
Cultural
Competitive

Figure 2. Social Marketing Planning System (Source: Kotler and Zaltman, 1971)
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3.1.2.1 The Change Agent
It has been recognized that change agents are powerful players in social change
(Andreasen, 2006). Change agents correspond to a person, group of people, companies,
organizations and institutions advocating of change. According to Fine (1981) advocates
of change or change agents are usually producers and/or promoters of social ideas. This
author sustains that change agents need not be professionally committed to social change
over time; nonetheless, a more relevant factor is that change agents are characterized by
their level of knowledge on the promoted issue, as well as by their charisma and
credibility.
The powerful role of change agents is presented in the social marketing planning system
as the main originator and evaluator of the planning process. In the model, the planner is
both a research and, a planning unit. As a research unit, the change agent should gather as
much information as possible not only from the environment, but also from failures
and/or effectiveness of former social programs. Any marketing system is influenced by
factors of the environment which cannot be easily shaped or controlled i.e. economic,
political, cultural, competitive factors. The environment influences the whole system, and
might affect the objectives and policies of the change agency; that is why the change agent
should be flexible enough to recognize changes in the environment and adjust the plan as
needed (Kotler et al., 2002). It is expected that all this information is used to guide the
planning process, leading us to the second task of the change agent. As a planning unit,
the change agent combines the collected information with the content of the variables of
the ‘marketing mix’ -product, promotion, place and price. As a result a plan is designed
and, will be complemented with the creation of a message to be sent through channels to
the public, namely the market segments. Finally, the change agent is expected to receive
the feedback from the target audience. Such feedback, in combination with updated data of
the environment, will help to evaluate and monitor the whole process. Moreover, the
change agent should assess each step in order to measure effectiveness of the plan,
determine its worthiness of being sustained and, identify activities that require revision
(Grier et al., 2005).

3.1.2.2 The Planning Variables
Product
Conventional marketing, as well as social marketing practices, are considered for the
designs of products which should meet the desires of consumers. The social marketing
approach deals with social or ethical products, defined by Crane (2001) as those products
holding a set of issues or values that might determine the purchase decision. During this
investigation, the terms social/ethical product and social offering will be interchangeably
used. Issues like environmental impacts, animal welfare, working conditions, and fair
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pricing, are becoming important instrument to judge social products or offerings. The
way consumers might judge a given product would lead to an avoidance or acceptance of
the product.
Products can be explored at three different levels: the expected, the core and, the
augmented product. The expected product is the basic physical product, represented by
the packaging, the label, some physical features, brand name, logo, and the like; the core
product refers to the main benefit enjoyed by the individual when consuming it. Finally,
the augmented product corresponds to the additional benefits perceived by the consumer
(Levitt, 1980 In: Crane, 2001; Kotler, 1984). To better illustrate this, let us take fair trade
coffee as an example; in this particular case, the expected product is the coffee itself
(package, variety); the core product might be represented by the physical benefit e.g. the
good taste and the boost of energy experienced by the individual; and, the augmented
product is the psychological benefit of doing good e.g. the positive social impacts of such
purchase.
Product planning invites the social marketer to ‘package’ the social idea in such a way that
consumers feel identified with the social cause –the augmented product. Crane (2001)
mentions that ethical augmentations should not only focus on the product level, but also
on the marketing level (ways of promoting the product and informing the consumers), the
corporate level (ethical reputation of the firm which refers to the practices affecting its
internal and external environment) and, on the country level (judging the product due to
the country of origin). In sum, social marketers must be aware of the possible associations
consumers might regard as (positive or negative) augmentations. With that, it should be
possible to design ‘buyable’ ideas that instrumentally serve the social cause (Kotler and
Zaltman, 1971).

Price
This variable refers to the cost that the consumer accepts to pay in order to consume a
product (Kotler and Zaltman, 1971). Price does not only refer to monetary costs i.e. the
value of the economic transaction as such, rather the price contemplates all other possible
costs i.e. opportunity costs, energy spent, psychical and psychological costs. To better
illustrate this, Siegel et al. (2007) sustain that price can be financial and non financial.
Financial price has two functions; first, it affects how convenient it is for consumers to
acquire a product/service. Low prices make acquisitions easy, while high prices could be
regarded as an obstacle. The second function refers to the price sending a message about
the quality of the product/service. Price helps to make decisions when consumers find
difficult to judge the quality, namely they associate high quality to expensive
products/services. Regarding non financial prices, Siegel et al. (2007) state that
psychological, physical, social and usage risks are strongly considered by consumers when
facing consumption decision making; therefore, the challenge for social marketers is to
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present the offering in a way that benefits outweigh all possible costs. The latter might be
achieved via a proper mix of the four Ps, aimed at helping to reduce the total cost of
consuming a given social product; for instances, by delivering accessible information or,
by distributing products in places reachable for consumers.

Promotion
This element of the marketing mix has been difined as the “communication-persuasion
strategy and tactics that will make the product/service familiar, acceptable, and even
desirable to the audience” (Kotler and Zaltman, 1971 p. 7). Strategic promotion should
simplify consumer’s decision making process. In conventional marketing, promotion has
been used as a way to stimulate consumption for the first time or, at encouraging a
repetition of consumption (Fill, 2005). In social marketing practices, promotions are to be
used to encourage frequent consumption of a social offering. In both marketing
approaches, promotion includes advertising, personal selling, publicity and, sales
promotion. The intensity of using these four activities depend on the type of
product/service/offering
being
promoted,
the
type
of
audience
the
product/service/offering is attempting to reach and, the resources (budget, staff, time and
the like) the organization counts on (Kotler and Zaltman, 1971). An effective promotion
should aim at persuading consumers that the consumption of the social offering brings
along positive returns for them as individuals and, more importantly, for the whole
society.

Place
The designing and planning of places should correspond to the action of “arranging for
accessible outlets which permit the translations from motivations to actions” (Kotler and
Zaltman, 1971 p. 9). Outlet accessibility demands considering variables such as number of
shops, size, location, number of staff, staff professionalization, and service, among others.
Such variables are to be carefully managed; otherwise any effort of designing, pricing and
promoting, could be weakened if the product or offering is inaccessible to the audience
(Fine, 1981). Therefore, accessibility is highly appreciated by consumers. They increase
their rate of response when perceiving both the offering close to them, and the certainty
that they will find what they are looking for e.g. product, information, knowledge about
the social issue, and the like.
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3.1.2.3 The Channels
After carefully analyzing the four variables of the marketing mix, the change agent should
identify the major communication and distribution channels in order to reach the
audience. Communication channels refer to the promotion of the social product or
offering, while distribution channels are connected to the physical location in which the
social product is consumed. This stage of the planning system is clearly connected to the
notion of place presented above, in which one central role of channels is to provide
accessibility to the consumer. The selection of effective channels could represent a
challenge for social marketers. Kotler and Zaltman (1971) claim that social marketing
might face less defined channels than conventional channels; therefore in most instances,
the utilization of conventional marketing channels is extremely functional.
Communication is regarded as one central role of channels. Kotler and Zaltman´s model
suggests communication channels which could make use of mass and specialized media,
including broadcast (television, radio) and, print media (newspapers, magazines).
Although television and radio are less desired in promoting social issues given their high
costs and restriction in time (Fine, 1981), they do offer a brief introduction of ideas, which
would allow a wider audience to get a general notion of the promoted issue. On the other
hand, print media permits repetitive reading which ensures deeper understanding and
higher levels of involvement. In addition to the media originally mentioned in the model,
it is recommendable to consider the internet (direct e-mail campaign, blogs, and
informative websites) as an additional effective communication channel (Fine, 1981).
Social marketers should be aware that a combination of media is desirable; a multi-channel
strategy would lead to transmit the message in different formats and content load, as well
as to reach different audiences. The last section of this chapter (refer to Communication
theory section) elaborates further on the issue of channels, as one of the five elements of
the communication process described.
Furthermore, the model gives high relevance to personal selling, highlighting the use of
paid agents and voluntary groups; both might have the roles of sellers –being at the point
of purchase or, they can also be pressure groups (special-interest groups, activists) whose
message aims at reaching mass audience (Fine, 1981). Relying on people as
communication channels is an engaging practice in the marketing of social issues (Bloom
et al., 1981). The importance of working with paid agents and voluntary groups lays on
the fact that the audience feels more attracted to social issues if personal communication
e.g. face to face selling, is used (Zanasi, 2007). Using people as communication channels
increases the likelihood to disseminate a concept. This practice allows consumers to
deepen their understanding about the presented notions via personal talk or word of
mouth processes; hence, increasing their confidence on the knowledge about the issue
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(Fine, 1981). In addition, personal communication facilitates the process of getting direct
feedback from the target audience (Andreasen et. al 2003).
Although distribution channels are not mentioned in the model, in the context of this
work it is appropriate to include them. Therefore, the planning system is adapted by
taking distribution channels into consideration. Having a physical location might be
regarded as an important supportive reference for the consumer, leading to reinforce their
relation with the social issue at stake. Marketing makes use of physical places to distribute
products/services, the type of place varies according to the product assortment; among
the most important ones are the specialty stores, department stores, supermarkets,
superstores, hypermarche, and service businesses (Kotler, 1984). As far as social
marketing’s distribution channels concern, specialty shops are preferred as means to offer
an important number of social products, these kinds of shops are defined as those carrying
a narrow product line with a deep assortment within that line (Kotler, 1984). Consumers
might associate specialty stores with their ethical concerns; they expect that the products
sold in those stores are a reflection of their values and beliefs. Moreover, given that social
issues can also be represented by intangible offerings rather than only by physical
products, other alternative distribution channels to be mentioned are information points
and, reserved spaces to hold discussions or debates. Nonetheless, mainstream distribution
channels are also regarded as useful in the promotion of social products. Information
provided in those channels is of great assistance to broaden the audience. For instances, it
has been claimed that supermarkets´ point-of-sale information is important because many
consumers might be first introduced to social products in such places (Eurobarometer,
1997 In: Golding, 2008). The key idea regarding distribution channels is that the
consumer knows where to access to both the product/service/offering, as well as the
information about it. This notion is clearly linked with the third element of the marketing
mix, namely place.
Up to this point, the introduced model has elaborated on the roles of the change agent
aimed at i) collecting information from the environment; ii)working out the variables of
the marketing mix -product, price, promotion and place-and; iii) selecting the channels in
the most effective way. These three activities should direct the social marketer to target
markets and communicate with them.

3.1.2.4 The Markets: Segmentation
Although the audience appears at the end of the model, it does not mean that the audience
is a minor element in the planning system. On the contrary, the whole marketing mix and
selection of channels revolve around the consumer as a significant actor in those processes
(Fine, 1981). In this research, it is considered relevant to elaborate on segmentation
processes because it will provide a more complete analysis to be used as a basis for the
exploration of marketing communication strategies. In their model, Kotler and Zaltman
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(1971) have introduced four levels of target markets, namely the primary, secondary,
tertiary and miscellaneous target markets. Primary markets regard those consumers who
represent the largest share in the consumption of the offering; secondary markets are
potential consumers and/or have a power of influence on the primary market e.g. family,
friends, work colleagues; the model considers tertiary markets as those composed by the
public that may assist with the introduction of the offering e. g. volunteers, funders;
finally, miscellaneous market are other institutions which could collaborate spreading the
social issue/object in the society e.g. church, the government.
Kotler et al. (2002) argue that for any integrated marketing planning system to be
successfully completed, it is crucial to take the time to know the target audience; by doing
so, it is possible to reach established objectives of behavioral change. The process known
as ‘segmentation’ aims at getting as much information as possible about the target group.
Segmentation has been defined as the division of the whole market into diverse groups,
each of them share common characteristics and are supposed to respond similarly to
marketing actions (Fill, 2005). The benefits offered by segmenting the market are
numerous; to name few, segmentation increases effectiveness and efficiencies of
programs/campaigns, provides measures for resource allocation and, is an input for
communication strategies to influence the audience to change a behavior (Kotler et al.,
2002). Knowing the audience increases the likelihood that the analysis and planning based
on product, price promotion and place would turn out to be more effective.
Market segmentation is a process done in two stages: i) developing market segments and
ii) target marketing. In the first stage it is required that social marketer identifies different
bases for segmenting the market, develops profiles of the resulting market segments, and
develops measures of each segment’s attractiveness. The second stage refers to the
selection of one or more of the market segments, the calculation and decision of the
amount and type of resources to use and, the design of marketing mix strategy for each
market segment (Andreasen et al., 2003).
In the first stage, some variables taken as bases for segmentation are demographic (age,
gender, occupation, level of education, religion, race, generation, income characteristics),
geographic (country, region, city, community, density), psychographic (social class,
lifestyle, personality) and, behavioristic (situations, benefits, user status, usage rate,
loyalty status, attitude towards product) (Fill, 2005). Once the markets are grouped based
on these variables, it is possible to develop a profile for each of the segments and design a
method to get to know the objectives which every segment holds. Fine (1981) points out
that getting information about the consumer’s objectives constitutes a useful tool for
measuring the attitudes of the individual towards an object or behavior intended to be
induced.
After developing market segments, the second stage urges the organization to decide how
to target them. For this purpose, Andreasen et al. (2003) present four strategic choices: i)
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undifferentiated marketing, which refers to the decision of going after the whole market
with one marketing mix, in other words, the marketing strategy is the same for one
population; ii) differentiated marketing focuses on several markets and the offering is
designed upon the characteristics of each of them; iii) concentrated marketing chooses one
particular segment and design a specific planning for it; finally iv) mass customization
marketing seeks to target all individuals from the market and adjust the product to the
needs and wants of each individual. The second stage continues based upon both the
resources the organization is willing to invest, and the characteristics of the identified
segments. For instances, if the organization does not have enough resources to address
the whole market, probably a good choice would be concentrated marketing. In other
instances, the decision has to do with the allocation of resources rather than with the
amount of resources; if the market is too homogenous in its desires, a strategic allocation
would be considering undifferentiated marketing. In sum, social marketers should make
judgments about whom to target, how to allocate resources and, how much to invest in
such process (Andreasen, 2006).
Finally, there are three requirements for segmentation to be effective: size, measurability,
and accessibility. A market segment should be sufficiently large to justify all the efforts
needed to plan a marketing mix to be applied to it. Second, it should be possible to
quantify the size; the use of population statistics is a useful tool for that. The last
requirement has to do with the fact that the market segment should be accessible.
Marketers might find difficulties to reach some target groups; in order to make them
accessible, imaginative and unusual efforts are needed to communicate with such groups
effectively (Crompton, 1983).

Segmenting Ethical Consumers
The practice of business exchange has been impacted by increasing concerns for ethical
issues; this fact has provoked the emergence of new market segments. The identification
of ethical consumers as segments will bring a different set of criteria to do business.
Approaching those consumers means that business should be driven by environmental
and social issues, rather than only by profit generation (Nicholls et al., 2005).
There is little information regarding profiles of ethical consumers. In this aspect, one
important contribution is the work of Cowe et al. (2000) whose research aims at exploring
who the ethical consumers are. In this investigation it was found that ethical consumers
can be segmented in five groups. Although the research worked with a sample from the
United Kingdom, the authors claim that the results can be generalized to other developed
countries, keeping in mind certain cultural biases. The first segment, ‘the global
watchdogs’ are ethical hardliners, affluent professionals in the age of thirty five to fifty
five; they feel powerful as consumers. The second segment corresponds to ‘brand
generation’, who are often students under twenty five years old. For them ethical issues
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are secondary, however, these issues can augment brand value. Although they are aware
of the power as consumers, they occasionally use it. Thirdly, ‘the conscious consumers’ are
driven by ethical values and quality of the product. They are not brand aware and, feel
some power as consumers. The fourth segment, known as ‘look after my own’, shows little
ethical motivation. They are young, low income people and, feel powerless as consumers.
The last segment, ‘do what I can’ has a weak ethical motivation. They belong to the older
group (over sixty five) and are house owners; sometimes, they feel powerless as
consumers. According to Cowe et al. (2000), the two most promising segments are ‘global
watchdogs’ and ‘conscious consumers’; however, ‘brand generation’ represents also a
segment with great potential in ethical consumption. The authors found that among these
segments of potential consumers, only thirty per cent actually consumes ethical products.
One of the reasons, the researchers claim, could be the sense of powerlessness, namely
consumers feel that they cannot contribute to improve the world through their
consumption choices (In Nicholls et al., 2005). Therefore, continuous interaction with the
consumers would be a way to communicate what they can do to change the world, so as to
persuade them to execute ethical consumption.
The Planning system presented here is a continuous process; as stated above the change
agent keeps receiving feedback from the target market as well as collecting data from the
environment, so that the marketing mix and selection of channels can be adjusted when
necessary.

3.2. Other marketing techniques
So far, it has been shown that a number of conventional marketing techniques i.e.
marketing mix and segmentation -if properly applied- facilitates social marketing
practitioners to reach their objectives. Nonetheless, the marketing mix and segmentation
process are not the only concepts from conventional marketing which can be adapted to
social marketing practices. As stated at the beginning of this section, Andreasen (2006)
mentions that other marketing tools such as competition, positioning and branding are
necessary for the successful acceptance and adoption of social offerings.
3.2.1 Competition and Positioning
A competitive environment characterizes both conventional and social marketing fields,
such type of environment urges to create a unique niche for a product/service/offering. In
conventional marketing, competition mainly refers to companies whose scope is to offer
similar products to those being promoted by other companies. In the social marketing
field, competitors are not only other non for profit organizations offering similar
products/services; competitors are also behaviors opposing those ones being induced
(Grier et al., 2005). Competition is a threat when the organization ignores their level of
positioning; in other words, when they ignore the place they occupy in consumers´ minds.
The former introduces the notion of positioning; which is applied to understand “where
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the social offering resides on the consumer´s mind and, what associations the individual
has with it” (Andreasen et al., 2003 p.166).
As mentioned, it is essential to explore how the social offering is positioned in the market
segment. For that, the literature suggests that an organization should base its positioning
on a differentiated advantage of the offering; this differentiation has two objectives i)
justify the price and, ii) meet specific requirements of a particular market segment (Fine,
1981). Moreover, differentiation is achieved if the product holds a set of attributes such as
relative advantage, compatibility, complexity, trialability, and observability. Relative
advantage refers to the fact that the product/service is perceived as better than others;
this can be measured by economic, but also by other factors such as social prestige,
convenience and satisfaction. Compatibility is regarded as the consistency of the
product/service with the norms, values, beliefs and needs of the receivers. Thirdly,
complexity is the degree of difficulty to understand and make use of a product/service.
The next attribute, trialability, refers to the possibility of testing if the product/service
fits the needs of the market; the more trialable a product/service is, the lower the risk
perceived by the individuals. Lastly, observability has to do with the visible results that
come with the use of a product/service. If consumers can easily observe results, they are
more open to try new offerings (Fine, 1981). The subjectivity in consumer´s decisionmaking processes forces marketers to be aware that although products might hold a set of
attributes, consumer’s perceptions of such attributes determine their consumption choice,
because “it is the perception that affects behavior, not the attribute itself” (Howard, 1977
In: Fine, 1981 p. 69).

3.2.2 Branding
One additional conventional marketing concept used in social marketing is branding.
Branding is the process of building a name and an image of one organization, and of its
offerings. In marketing, the language of branding holds a variety of terms such as brand,
brand name, brand mark, trademark, copyright; these names relate to the a particular part
of the brand. Specifically, brand name is the part of a brand that can be vocalized; brand
mark (or logo) is the part of the brand which can be visually recognized; trademark is the
legal protection of the brand, so that it gives exclusive rights to use the brand name and
mark; finally, copyright is the legal right to reproduce the brand. In sum, brand is a
“name, term, sign, symbol or design or a combination of these, intended to identify the
goods or services of one seller or group of sellers and, to differentiate them from those of
competitors” (Kotler, 1984 p.482). It is important to clarify that a brand should not be
confused with a label. The latter is mostly used in physical products, being part of the
package. A label identifies the brand and describes the product –producer, country origin,
contents, and the like (Kotler, 1984). According to Biel (1997 In: Fill, 2005) a brand is
made up of three elements. First, a brand holds functional abilities, namely the skills
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which the brand holds and the practical benefits it delivers; for instances, a X brand cold
remedy is expected to have the skill to relieve cold symptoms, the practical benefit is that
the patient is cured from the cold. The second element is the personality of the brand; in
this respect, Biel claims that a brand represents particular values which can be matched to
people´s lifestyles e.g. adventurous, sportive, luxury, and so on. The third element regards
the relationship between the brand and the consumers; when individuals perceive that
they are enhanced by consuming a particular brand, they are more likely to develop
commitment to the brand, increasing the likelihood of becoming loyal to the brand.
Arguing that the notion of branding has a strong commercial connotation, some social
marketers have shown opposition to making use of this notion. In spite of that, most
people in the nonprofit world consider branding as a good idea, as long as this concept is
applied to benefit social causes, rather than to purely benefit the organization (Siegel et
al., 2007). For social marketing practitioners, branding is beneficial because it helps the
audience to identify a social cause and, associate it to a particular organization over the
time. Furthermore, branding is a powerful strategy to increase consumer awareness of
social issues when a moral and ethical message is at the core of the brand (Nicholls, 2002).
Through brands, organizations can augment the values of their offerings, so that
consumers regard them as differentiated offerings; in such a way, brand reinforces
positioning (Fill, 2005). Moreover, “working through branding exercises can help an
organization clarify its core mission, prioritize institutional goals, and reconcile internal
versus external perceptions” (Siegel et al., 2007 p. 226). As stated by Wynne (2008), the
challenge of branding social issues is not about promoting products or organizations;
rather it is about highlighting the values and benefits that products and organizations
offer, and which consumers feel identified with.
This section has elaborated on the marketing approach regarding social issues, namely
social marketing and its role on ethical consumption trends. It has been established that
the use of a number of conventional marketing principles are beneficial for the design of
social promotions. As such, notions of marketing mix, as well as competition, positioning
branding, and segmentation have been included in this section. The notion of
segmentation is guided by a body of theories referring to consumer behavior. In the
context of social marketing, considering social consumers raises the need to present the
next section, which will be about the consumer behavior.

3.3 Consumer Behavior
Schiffman and Kanuk (1978 In: Fine, 1981 p.145) defined consumer behavior as “the
behavior displayed in searching for, purchasing, using and evaluating products, services,
and ideas, which consumers expect will satisfy their needs”. For marketers, there is an
urgent need to identify the reasons why people behave as they do, so that they can
influence and generate profits from such behaviors (Andreasen, 2003 In: Hastings et al,
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2002). Consequently, the discipline of marketing has made big efforts in understanding
human behavior as a mechanism to understand consumption behavior.
A large body of social theories has guided consumer behaviorists to work out theories to
better comprehend the mental processes that motivate consumers to execute consumption
actions (Sutton, 1996 In: Hastings et al., 2000). Specifically, notions of sociology and
psychology sciences were considered to better grasp the complexities of humans
performing their roles as consumers. Hence, consumer behaviorists are based on the
exploration of cultural, social, personal and psychological factors as determinants of
intentional or actual consumption (Kotler, 1984). So far, the use of consumer behavior
theories has facilitated the comprehension of how consumers process and respond to
information -whether by forming attitudes, or engaging in a new behavior e.g. performing
a purchase. The purpose of this section is to review some sociological and psychological
approaches used in the literature as a base to delineate possible drivers to ethical
consumption in general, and fair trade consumption in particular.

3.3.1 Consumer Behavior: A Psychological and Sociological Approach
The behavior of individuals is reflected in how one speaks, acts, reacts, and even on how
one consumes. Three main psychological orientations, namely Psychoanalytical,
Reinforcement, and Cognitive theories, have aimed at explaining how individuals get,
process and use information to guide their actions. Firstly, the psychoanalytical approach
developed by Sigmund Freud, sustains that human beings shape their behavior under the
influence of both biological factors and their closest environment e.g. parents and siblings.
Freud´s approach sustains that since the first stages of childhood, individuals receive all
kind of internal stimuli, which -in an unconscious way- lead to specific patterns of future
behavior. The second approach, the reinforcement theory, states that people learn from
the past, and use such accumulated experience to foresee consequences of future behavior.
Such consequences are regarded as the basis for the construction of expected outcomes,
which drive to perform or avoid an action. Thirdly, the Cognitive theory has taken
elements of the two former approaches, claiming that individuals shape their behavior by
using and processing information obtained from internal and external sources. According
to the Cognitive Theory, individuals´ behavior is influenced by these sources as well as
other personal factors -cognitive, affective and biological events (Fill, 2005).
Given that cognitive theory is fed by both psychoanalytical and reinforcement theory, it
will be used to provide a better understanding of how individuals interact with the
informational environment which circumscribes them. In addition, learning theory -as a
subcomponent of cognitive theory, will be mentioned. To complement the analysis, social
learning theory will be presented. It is hoped that this exercise can be used as the basis to
explore how consumers deal with information and respond to messages provided by
marketing communication practices.
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3.3.1.1 Cognitive Theory
“Cognitive theory is based upon an information processing, problem solving and
reasoning approach to human behavior” (Fill, 2005 p.118). According to Belk (1975),
individuals receive information from internal (memory) or external sources and with that,
they internalize, process and give meaning to that information. Different meanings or
patterns are combined so as to create judgments about their own behavior. Fill (2005)
states that the cognitive orientation considers five elements as important determinants to
understand the way individuals process information; these elements are personality,
attitudes, environmental factors, perception and learning. Personality refers to the
characteristics of each individual which make them different from the others. The second
element –attitudes, are described as an implicit approach or avoidance response to some
object. Reardon (1991) claims that attitudes might be regarded as emotional reactions
towards something or someone. Environmental factors have to do with the external
influences having impact on the individual e.g. own culture, subcultures, social groups,
among others (Fill, 2005). Perception and learning are related concepts to each other,
which help to explain many aspects of consumer behavior. These two concepts are linked
to the responses of an individual to environmental and to psycho-social stimuli.
Perception requires that selected stimuli are organized in the mind of the individual and,
later on, meaning is given to the stimuli; this process is known as perceptual
interpretation (Fill, 2005). The departing point of both perception and learning has to do
with the fact that consumers store information in the memory in the form of associations,
which are then used as an information base to make consumption decisions. The
aforementioned elements have allowed professionals to explore human behavior; however,
in their attempt to go deeper with such exploration, scientists have paid special attention
to both learning and social learning. These two theories are presented as follows.

3.3.1.2 Learning Theory
It has been sustained that most of the stored data in the memory of people arrives from
the process of learning; which is based on the notion that humans form their knowledge
based on both behavioral and cognitive learning (Foxall et al.,1998).
Behavioral Learning. According to this approach, learning takes place through a
connection between stimulus and response. Such connection is regarded as a conditioning
experience which can be of two types: classical and operant.
First, classical conditioning was developed by the Russian physiologist, Ivan Pavlov. In
his laboratory, Pavlov brought food to dogs, while simultaneously, activating a sound of a
bell ring. At first, dogs would salivate due to the smell of food; however, after some trials,
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the experimenter removed the food and would only ring the bell. Pavlov observed that
dogs salivated when hearing the bell, even when no food was provided. The Russian
physiologist deducted that dogs were responding to stimuli (food and bell) which lead to
the creation of associations; dogs associated hunger with the sound of the bell. The results
of the experiment guided Pavlov to conclude that humans -as well as animals- acquire
information and feelings from the provision of stimuli (Foxall et al., 1998). Despite some
scholars arguing that the classical conditioning has been viewed as a simplistic tool to
explain human learning, most marketers found this orientation very useful (Reardon,
1991). In marketing, the aim is to use stimuli like colors, symbols, background music, and
pair them to positive events, feelings or products. After the consumer is exposed to the
combination of both stimuli, it would be expected that any time perceiving the music,
color and so on, the person would react towards the product or would recall the feelings
associated to the stimulus previously presented. For instances, sales promotion can be
regarded as an stimulus associated to a specific product, which explains why consumers
continue to buy the product, even when the promotion is finished (Fill, 2005).
Second, operant or instrumental sustains that the learning process of an individual is
determined by his/her interaction with the environment. Unlike the classical
conditioning, this orientation does not rely on the ability of the individual to process
information internally (based on stimuli) to produce a response, rather operant
conditioning emphasizes the role of external factors -the reinforcement of the
environment based on consequences produced in the past. Skinner (1953 In: Foxall et al.,
1998), a researcher of this type of learning, found that the response coming from the
environment –operant response, is a main determinant of behavior. Positive reinforcement
would lead to a continuation of the behavior, whereas a negative reinforcement would
stop the behavior (Fill, 2005). In Marketing, the use of positive reinforcement such as the
offering of discount coupons to consumers encourages future consumption.
Cognitive Learning. This type of learning sustains that it is the individual who influences
on the environment, and not the other way around, as it is claimed by the behavioral
learning approach; hence, cognitive learning is regarded as a conscious mental activity.
Under this approach, memory is central because individuals try to solve problems by
processing information collected in the past (memory). This type of learning can be
realized by iconic or echoic processes as well as by modeling and reasoning (Fill, 2005).
Iconic process responds to a visual way of memorizing things, while echoic process is
about recalling by hearing. Under iconic and echoic processes, learning occurs at a weak
level; simply by repetition of images of sounds, the individual would make associations
and form believes about a certain object, lacking, however, of a deep understanding (Fill,
2005). The key is that individuals memorize chunks of information (visual or auditory)
and associate them to objects (Foxall et al., 1998). On its side, learning by modeling
implies that individuals observe and imitate others based on the outcomes of the behavior
of others. This approach is grounded on the work of J. Bandura, whose theory -known as
social learning- will be described later on this section. The core issue here is that people
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learn when interacting with others in daily basis. Marketers have made use of the notion
of modeling by trying to influence consumers to behave in accordance to ‘role models’
namely, celebrities, experts, opinion leaders (Foxall, et al., 1998). Lastly, reasoning is the
most elaborated type of learning process. Individuals reorganize all the information stored
in the memory, restructure and combine it with new inputs so as to create new outputs
(Fill, 2005). In the marketing context, reasoning is used when consumers use retained
data and incorporate new information about an object, making their own conclusions
about the pros and cons of such specific object.

3.3.1.3 Social Learning Theory
In order to complement the analysis of consumer behaviors, it is relevant to include an
approach aimed at explaining how social interactions might influence on consumption.
For this purpose, social learning theory is briefly described.
Joseph Bandura (1969) claimed that if human learning were only based on rewarding and
punishing consequences of their own past actions, the learning process would be
incomplete and no human being could survive to the socialization process. This theorist
sustained that rules, mores, values, language, social and political practices could not be
purely based on every individual´s experience; hence, the guidance of models, who have
also accumulated personal and others´ experience, should be strongly considered as an
important referent. Social Learning theory states that individuals shape their behavior
while interacting with their external world (Bettinghaus, 1994). It is argued that as long
as people match their own behavior to the societal models, the social learning process
steps up. Furthermore, this theory claims that people identify with others not only to
guide their actions, but also to guide their feelings and thoughts towards a particular issue
or object (Bandura, 1969). Despite big efforts devoted to imitate others, the outcomes of
the social learning vary according to every individual. Even if most people tend to observe
others and, use those observation as a model for their own behavior, factors like the level
of attention on the model´s behavior, the level of retention so as to execute the observed
behavior, the competency of the observer to perform the action and, the motivation of the
individual to enact the behavior should be taken into account so as to explore when social
learning is more likely to occur (Smith, 1982 In: Bettinghaus, 1994). Individuals expect
that effective social learning should lead to desired personal and collective effects.

3.3.2 Involvement Theory in Consumer Behavior
The way people process information and make decisions might vary depending upon
many factors. One of the key factors determining such processes is people´s involvement
towards an issue or object; consequently, involvement theory has gained greater
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acceptance in the consumer behavior literature (Fill 2005). An important advancement
towards building the concept of involvement was given by Peter and Olson (1996 In:
Raynolds, 2001 p. 364), who stated that “involvement refers to consumer´s perceptions of
importance or personal relevance for an object, event, or activity. Consumers, who
perceive that a product has personal relevant consequences, are said to be involved with
the product and to have a personal relationship with it”. Furthermore, Day et al., 1995;
Knox and Walker, 2003; Mittal and Lee, 1989 (In: Benzencon, 2008) made an important
contribution regarding the definition of the object of involvement which, as sustained by
the authors, can be a product, an advertisement, a brand, an activity, an issue, or even a
decision.
The characteristics of each individual and the way he/she connects to a given object have
been considered as determinants affecting the creation of types and levels of involvement.
Krugman (1965 In: Foxall et al., 1998) was the first practitioner of the concept of
involvement. By exposing consumers to mass media advertisements, and analyzing their
reactions, Krugman concluded that consumers´ responses were characterized either by a
lack of motivation, or a by a strong connection towards the advertised object. The latter,
as explained by Krugman, “is not defined as attention, interest, or excitement; but as the
large number of conscious bridging experiences, or personal references per minute that
the viewer makes between his own life and the stimulus” (In: Foxall et al., 1998 p.85).
Then, these approaches to the involvement theory refer to different levels of involvement
which depend upon previous personal experiences. Low involvement is reflected on
individuals to whom products are not so relevant. On the other hand, the greater the
relevance or importance attached to a product by an individual and his/her past
experience, the higher his/her level of involvement. The level of involvement has also
been attributed to some characteristics of the product such as: the price –individuals tend
to be highly involved with expensive products; the durability of the good –consumers are
highly involved if the product is supposed to stay for long time; and, to the symbolic
meaning –products that represent one´s self e.g. personality and lifestyle, lead to higher
levels of involvement (Gilles et al., 1985).
However, defining involvement purely based on its levels seemed to be too simplistic to
some scholars. Houston and Rothschild (1978 In: Gilles et al., 1985) argued that a more
complete analysis of involvement should consider whether the involvement is enduring or
situational. An individual embracing an enduring involvement, regards such object as
close to his/her personal values and goals. Under this type of involvement, it is likely that
the individual is frequently consuming without hesitation. On the other hand, situational
involvement refers to the fact that the consumer perceives some risk in a specific situation,
for instances, a purchase occasion for the visit of one´s boss could force the person to
choose a given product in order to respond to that particularity. Some other authors
(Vaughn, 1980; Chombart de Lauwe, 1979 In: Gilles et al., 1985) have classified
involvement as emotional or rational. The former refers to the affective characteristics of a
product given by the individual. While rational involvement refers to the fact that an
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individual does not hold any emotional link with a product. Lastly, involvement can also
be personal or impersonal (Baudrillard, 1968, 1970; Cantril, 1947 In: Gilles et al., 1985). If
a product holds any ‘sign’ with which an individual feels identified, then it is possible to
speak of personal involvement; otherwise the involvement is just impersonal.
For marketing communication purposes, theory of involvement is useful when
segmenting the market and constructing the message. The typology of involvement
facilitates the identification of the content of the message. For instances, if the consumer
seems to give relevance to the environment, then the object of involvement should
represent environmental values e.g. organic products, recycling campaigns, green
technology and so on. It has been recognized that if consumers are involved, they conduct
a series of behaviors such as searching and processing information actively, looking for
different consumption alternatives, and the like (Gilles et al., 1985)

3.3.2.1 Phases of Consumer Involvement
Regardless the type or level of involvement, Fill (2005) sustains that involvement can be
analyzed in three phases. As figure 3 illustrates, firstly, involvement might be affected by
contextual elements such as the personal context, the reasons of buying, the nature of the
object and, the nature of stimuli. Personal context relates to the experiences the individual
has with that particular consumption, and the values and expectations attached to the
product. The reason of buying is also important, for instances, whether an object is
bought for personal consumption or as a gift, affects involvement. Furthermore, direct or
indirect experience of the consumer with the object determines its nature; finally, stimuli
could be generated by personal need, but also by external factors like friends, or the
media. Once the contextual factors have motivated individuals to attach values to the
product, involvement experiences a second phase. This phase deals with the influencers of
the involvement e.g. level of personal relevance, focus and duration. The first influencer is
developed in phase one, and has to do with whether or not the product -by itself- is
important to the person. The second influencer, the focus of the involvement, considers if
the elements e.g. other objects or communications surrounding the product are important
or not. Thirdly, the duration of the involvement regards temporary or long lasting
product consumption. For instances, involvement motivated by an advertisement seen for
the first time is to be temporary, while continuous exposure to publicity leading to
repetitive consumption refers to enduring involvement – possibly leading to consumer
loyalty. The third phase refers to the outcomes e.g. benefits and/or costs perceived by the
consumers as a result of their involvement. Such outcomes would lead to different ways
and speeds of processing information. The formation of attitudes followed by behavior
(product experience) corresponds to high involvement; whereas if behavior precedes the
attitudes, it is a reflection of low involvement situations (Fill, 2005).
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Figure 3. Three phases of individual involvement

Being aware of these three phases is very useful for marketing communicators. Knowing
the characteristics of the involvement in terms of contextual, influencing and responsive
elements would assist on the content as well as on the format of the message.

3.3.2.2 Involvement and Consumer’s Stages of Change
It is argued that different mental stages which the audience might experience, determine
whether or not individuals are prone to getting involved. By making use of a model
known as ‘stages of change’ (Prochaska and DiClemente, 1983), social marketing
programs can divide the process of involvement into stages. These stages, which depend
upon the behavioral goal, are known as precontemplation, contemplation, preparation and
action and, maintenance (Prochaska et al., 1983; Andreasen, 2006). Precontemplation
stage includes those individuals who have never considered or heard about the social
issue/product being presented by the social marketer. It is also possible that
precontemplators have heard about it, but show not interest on it. For this reason, it is
likely that precontemplators remain at this stage since they feel comfortable with their
present behavior; this a challenging stage for social marketers (Prochaska et al., 1983).
The next one, contemplation, refers to the stage at which individuals are meditating on
their behavior; significant amounts of information are collected so as to satisfy their need
for knowledge about the promoted social issue/object. Given that at this stage the
audience is interested in analyzing all the benefits and costs involved in the new behavior,
the role of social marketers should be focused on emphasizing all the possible benefits so
as to encourage the target group to perform the behavior. If the benefits perceived by the
contemplators prevail over the costs, individuals feel encouraged to move to the next
stage known as preparation and action. At that point, individuals have thought about the
behavior and, are ready to act. Social marketers should be aware that hesitation could
interfere with the decision to act; so at this crucial time, the task of social marketers is to
give a final push with more information and motivating tools to make individuals feel
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confident about the action (Andreasen, 2006). Finally, maintenance is the stage at which
the behavior has been already executed. There is the risk that individuals perform the
intended action only once; therefore, it is essential that social marketers provide any kind
of reinforcement so that the desired behavior is repeated over time. Andreasen (2006)
suggests that stimuli should be presented in regular basis so as to remind the audience the
repetition of the behavior.
The stages-of-change model has been regarded as a very useful tool for social marketers.
Recognizing at which stage the audience is, could provide hints about what elements to
work out so as to approach the identified target group. As Andreasen (2006) claims, the
goal of social marketers should be trying to move contemplators into the maintenance
stage.

3.3.2.3 Involvement, Stages of Change and Ethical Consumers
As stated above, high levels of involvement correspond to the importance and relevance of
an object given by the individual (Greenwald et al., 1984). Hence, if an object is
augmented by attributes central to the person´s values, it is likely that the object is highly
involving. Additionally the stage of change at which the individual is, represents a factor
to take into consideration when analyzing the levels of involvement.
In the nineties, individuals involved in ethical issues, started to link such involvement to
their consumption patterns. The latter inspired scholars to define ‘ethical consumers’ as
those individuals, who concerned by personal health, environment, animal care issues and,
social elements, are inclined to consume products representing such elements (Brown,
1993). Cherrier (2007 p.321) states that ethical products represent “a plurality of ethical
stances that range from environmentalism to solidarity to fair trade to health to
community support”. Since ethical products symbolize who these consumers are and want
to be, these products will be more involving for that kind of consumers (Belk, 1988 In:
Cherrier, 2007).
The notion of involvement gets practical in the analysis of individuals engaged with
ethical products. When the object of involvement holds values that correspond to the
individual´s central values, the person might be highly involved (Gilles et al., 1985). In
addition, the analysis of consumer involvement in ethical products requires the
consideration of two aspects: i) the involvement related to the product itself and, ii)the
involvement related to its ethical augmentation, which refers to the number of values
engaged by the product (Benzecon et al., 2007). To better grasp this differentiation,
Benzecon et al. (2007) takes the example of fair trade coffee; this product could cover the
two mentioned aspects since it represents the product itself (coffee), and its ethical values
(social fairness). Therefore, a person might choose fair trade coffee because i) coffee is
important (product-related involvement) or, because ii) fair trade is important (ethical-
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related involvement). For marketing communication purposes, it is relevant to take these
two aspects into account so as to identify the reason why the consumer is choosing a
particular product, and build a persuasive message based on that. Given the characteristics
of ethical consumers, it would be expected that they consider the ethical augmentation as
the most relevant aspect of the product.
Regarding the stages of change, it is relevant to mention that precontemplators might be
considered as potential ethical consumers. Moreover, in line with the definition of
different profiles of ethical consumers, presented by Cowe et al. (2000), precontemplators
match the definition of the group belonging to the “brand generation” who, might not be
aware of the particular ethical problem being presented; however, a well planned
communication strategy should help to raise their awareness and with that, augment the
value of the brand they consume. On their side, contemplators could be linked with two of
the target profiles designed by Cowe et al. (2000), namely “conscious consumers” and “do
what I can do”, who, as explained above, show some ethical motivation. It is assumed that
individuals holding these two profiles have meditated on both their consumption actions,
and the socio environmental impacts of such actions; hence, they would have the tendency
to gather as much information as possible so as to guide their behavior change. At this
point, individuals might be starting to recognize their own ethical values and, connecting
them to the social offering; it is likely that individuals perceive ethical products as objects
of involvement. Moving forward, once individuals have contemplated their behavior and
have raised their concerns regarding social or environmental practices, they feel the need
to do something to promote some change; the latter corresponds to the action stage. In
addition, it is expected that individuals committed to the promoted social cause, consume
social products on a regular basis, which will lead them to the maintenance stage; here,
involvement has reached higher levels and sustains in time. Such stage, however, requires
special attention for social marketers, who should provide stimuli and reinforcements so
as to keep encouraging consumers to perform the accepted ethical behavior, and keeping
them involved. Once again, linking the stage of change model to the market profiles of
Cowe et al. (2000), the audience at the action and the maintenance stages might share
some characteristics with the “global watchdogs”, defined as those individuals who are
ethical hardliners and feel powerful as consumers.

3.3.3 Exchange Theory in Consumer Behavior
Historically exchange theory has been used by the discipline of economics as a tool to
explain commercial exchange and, by the social sciences so as to deal with social exchange
and social relationships. Later on, marketing has directed its attention to this theory to
analyze human activities in the markets and, to facilitate their exchanges (Ferrell et al.,
1977). Exchange theory has been considered by many scholars as a framework to
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conceptualize marketing behavior (Houston et al., 1987; Bagozzi, 1975). The theory aims
at explaining transactions processes that take place in society. Such transactions are
executed in the market place, where consumption of products or services is an exchange in
itself; therefore, consumers give in order to receive.
Some marketers regard the applicability of the theory as exclusive for commercial
activities; in this line, Luck (1969 In: Hastings, 2003) argued that exchange theory should
be purely focused on market transactions, and should not shield any other activity which
is not covering any tangible exchange. In opposition to this, social marketers considered
the use of exchange theory for other kinds of transactional activities, namely non tangible
exchanges. For instances, in a publication of Marketing News (1985 In: Houston et al.,
1987), it was stated that “marketing is the process of planning and executing the
conception, pricing, promotion, and distribution of ideas, goods, and services to create
exchanges that satisfy individual and organizational objectives”. Exchanging ideas and
services is an intangible process, which might imply that marketing has been already
making use of exchange theory not only for tangible, but also for intangible transactions.
So as to set a guideline, Peattie et al. (2003) sustained that exchange theory is an
instrument for both disciplines. The authors argued that commercial marketing has
perceived the notion of exchange as utilitarian –namely, goods or services are exchanged
by money; while social marketing deals with symbolic exchange –mutual transfer of
psychological, social or other intangible entities. Moreover, Hastings (2003) mentions
that the use of exchange theory has proved to be effective in social marketing, especially
when working on health issues.
Kotler (1984 p.8) defined exchange as “the act of obtaining a desired object from someone
by offering something in return”. For the occurrence of any exchange, Kotler stated that
there should be two or more participants, each of whom should offer something valuable
to the other and, should be willing to participate in the exchange process (freedom to
accept or reject the offer). Additionally, it is sustained that the participants should be able
of communication and delivery and, finally that the exchange is regarded as appropriate
and desirable for each party. These conditions lead to presuppose that, upon agreement,
exchanges should better off both parties, or at least not worse off any of them. According
to the author, these conditions apply to both commercial and social exchange.
Furthermore, exchanges have been considered as the outcome of goal-seeking behavior,
which relates to the fact that when exchanging with others, individuals engage a certain
behavior aiming at reaching a certain tangible or intangible goal (Houston et al., 1987).
Giving something requires effort, but the perceived magnitude of this effort could be
reduced if the consumer feels that he/she is close to reach a goal by receiving something
beneficial as an exchange. Any exchange implies losses and gains; people are aware of
that, so they constantly engage in a cost-benefit analysis of their transactions (Ferrell et
al., 1977). According to Houston et al. (1987), the value of a transaction is positive if the
gains outweigh the losses. The former, also known as ‘transaction benefits’, are the
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positive expected returns derived from the exchange e.g. profit, tangible good, service,
psychological benefits of peace of mind or satisfaction, recognition and appreciation, and
the like (Peattie et al., 2003). On the other hand, ‘transaction costs’, have been used to
describe the losses incurred in the act of exchange e.g. money, time, effort, energy,
psychological risks and losses, physical discomfort, to name few (Kotler et al. 2002).
During an exchange, it is crucial that individuals feel that their efforts are positively
rewarded; in other words, the benefits should be larger than the costs. As an example,
social campaigns might rarely involve any degree of profit; however, they usually involve
goals related to improving personal health, life style, the environment, and society. The
consumer engaged in the campaign should derive -from such exchange- the reduction of
transaction costs, as well as the minimization of risks (Peattie et al., 2003). In sum, as
Figure 4 illustrates, when marketers make efforts to: increase the benefits of a given
offering, reduce the costs of getting involved with the offering, or both; the likelihood of
people willing to engage in the exchange, increases (Siegel et al., 2007).

Decision to engage in exchange
Figure 4. Changing the balance of the Cost-Benefit Analysis (Source: Siegel et al., 2007)

Additionally, the type of reward, the nature of reciprocation, and the objective of parties
involved in the transaction may provide criteria for defining and classifying marketing
exchanges (Ferrell et al. et al., 1977). In this respect, the literature sustains that
exchanges have been classified according to i) the number of participants interacting and
the direction of such interactions, ii) the expectation of the participants, and iii) the
frequency of the transaction (Bagozzi, 1975; Andreasen et al., 2003).
First, the number of participants interacting and the direction of such interactions guide
us to restricted, generalized and complex exchange. Restricted exchange refers to a twoparty reciprocal relationship, that is to say that A gives and receives from B. By giving
something valuable, A expects to get something from B of the same value, and so does B.
37

It is common to find in the literature, that marketing has been stuck to restricted
exchanges, focusing on dyadic exchanges such as consumer-salesperson or retailerwholesaler relationship. Given that this type of exchange is done in short term and
competition is usually a threat, keeping quality is crucial to maintain the relationship
between the two parties. The second type, the generalized exchange, involves three
parties; here the relation among the actors is indirect rather than direct, as in restricted
exchange. A gives to B, and B gives to C, later on A will receive from C and not from B;
this, according to Bagozzi, (1975), is a clear example of exchange of interests. Thirdly,
complex exchange also works with at least three parties, each of them works with the
others by keeping, a direct relation with at least one of them and, indirect relations with
the other actors. This type of exchange takes for granted complex systems of socioeconomic relationships. The latter is explained by Bagozzi (1975) as the dynamics of the
society in which each actor exchanges with other(s) pursuing his/her own interest, which
should not be regarded as an individualistic approach, rather such transaction are aimed at
building social bonds.
Second, the expectation of the participants allows classifying exchange in utilitarian,
symbolic or mixed. Utilitarian exchange supports the reasoning that men are economic
actors, which refers to the fact that people expect valuable, immediate and tangible
retribution of their actions. Whereas material utilitarian exchange is typified by material
goals, individuals also exchange other, nonmaterial commodities, such as sentiments and
services of various kinds (Ferrell et al., 1977). The latter refers to symbolic exchange,
which deals with the social and psychological benefits derived from the exchange.
Consumers might connect emotions and feelings to the good or service they expect; the
core idea here is that the act of exchange is in itself a meaningful experience that brings
along psychological benefits. Finally, the mix of the two formerly mentioned types of
exchanges has introduced the concept of the marketing man, who performs an exchange
expecting both utilitarian and symbolic retribution. According to Bagozzi, mixed
exchanges occur frequently, reflecting that human motivations are transcending from
purely economical to physical to psychological to emotional and to social (1975). Linked
to the analysis of the expectations of the participants, Bagozzi (1979, In: Houston et al.,
1987) introduced the concept of ‘consequences of exchanges’, which refers to the value
that an individual expects from any transaction. In the utilitarian exchange the value is
derived from the product itself, which is regarded as the expected outcome. Under the
other two types of exchange -symbolic and mixed, the individual derives value from the
act of exchange; here, the expectations are not only represented by the outcomes
themselves, but also by the action and experience of executing such exchange.
The third classification is given by the frequency of the transaction, since it regards
exchanges as continuous and fixed transactions. The former requires that the involved
parties perform the exchange in repeated occasions. On the other hand, fixed duration
transactions are considered as a one-time behavior, which means that the relationship
between the actors might end once the exchange has taken place (Andreasen et al., 2003).
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The literature suggests that the challenge for a social marketer is to make the targeted
group continuously perform the accepted change, the use of reinforcement and external
stimuli might help in this task.

3.3.3.1 Exchange Theory and Ethical Consumption
As mentioned, the theory of exchange aims at exploring the meanings and values assigned
to the expected outcome of any exchange. Hence, the use of this theory might be of high
relevance when trying to understand what kind of compensation (tangible or intangible
benefits) is expecting a consumer who is experiencing ethical consumption. The emerging
ethical niche, and the types of exchanges happening there, are of high relevance for social
marketing practices. Social marketers should provide incentives for target groups to
change their behavior, and the exchange situation comes into play when that targeted
group changes their behavior in return (Peattie et al., 2003).
Ethical consumers represent an important target group for the consumption of social
offerings; although their intentions of consuming might be high, the exchange will come
into effect once the actual consumption of such products takes place. From the above
presented literature, it can be argued that exchanges in ethical consumption could be
positioned under both categories, symbolic and mixed exchanges. This position would
depend on the type of ethical issue the person is ‘consuming’. For instances, charity
transactions might belong to the symbolic type of exchange, here the giver contributes
with money or time and gets a pleasant feeling in return (psychological benefits). Buying
organic food, on the other hand, might be part of the mixed type of exchange. The ethical
consumers gives money and receive at least two things in return, the pleasant feeling of
helping the environment plus eating more healthy (psychological benefit), but also the
consumption of high quality food (tangible gain). Recalling the above mentioned
“consequences of exchanges” (Bagozzi, 1975), in this particular example, the consequence
of an ethical exchange attaches value to i) the action (the ethical behavior the person
engages),ii) the experience (the psychological effects) and, iii) the outcome (the product
itself). In addition, exchanges in ethical consumption would tend to be of continuous
duration, since it is expected that the individual engages in a long lasting behavior,
representing her/his commitment with the particular social issue. Finally, the number of
actors and, the direction of their interaction, lead to place ethical consumption into the
complex type of exchange. The systems interacting (group of direct and indirect
beneficiaries) and the exchanges taking different directions (through contemporaneous
and delayed transactions), characterize this type of exchange aimed at broadening social
interdependencies.
The challenge for a social marketer would be to explore the reasons behind the exchange
and the ways in which actors are interacting in such ethical transactions, as well as to
reinforce the behavioral change during time, making the targeted group incessantly
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perform the accepted ethical behavior (Andreasen et al., 2003). It should not be forgotten
that transaction benefits must outweigh the transactions costs, namely getting a better
life, society and planet, getting high quality products, executing time saving process, and
so on; must outweigh perceived economical, physic, psychological and emotional losses.
Ethical consumers, just like other type of consumers, study the benefits and compare them
to the total costs; however, it is expected that the strengths of their ethical motivations
should put some extra weight on the benefits (Andreasen et al., 2003).
The theories previously presented regarding consumer behavior are intended to support
mechanisms to better approach the audience. As it has been stated, individual
characteristics as well as external factors are elements that influence the creation of
attitudes and the execution of behaviors, in terms of consumption patterns. Nonetheless,
the analysis would not be complete without the inclusion of theories that assist acquiring
a notion about how to approach the audience; taking into account the particularities of
individuals as well as the dynamics happening when interacting with others. The
following section will try to explore the role of communication in marketing, this link is
possible by taking as a departing point that “all marketing mix elements send messages”
(Duncan et al., 1998 p.2). The task is then, to design and transmit the message in such a
way that best fits the audience.

3.4 Communication Theory
Researchers in the communication field sustain that human beings have the need to
interact so as to transmit their thoughts and receive input from others; “communication
links people together and creates relationships” (Duncan et al., 1998 p.3). Narula (2006 p.
2) defines communication as “an interaction with ourselves, with others and with our
external environments”. Through communication processes, human beings enroll in
meaning-making activities, which are sine qua non conditions for the organization and
development of the society (Duncan et al., 1998). Furthermore, it has been recognized that
in every communication process there are five elements: the sender, the message, the
channel, the receiver and the feedback; thus, these elements are interconnected and their
dynamic is necessary for effective and successful communication (Narula, 2006).
Participants of the communication process send, receive and interpret messages; which
lead them to be part of a social interaction. In most cases, social interactions are drivers of
social changes; furthermore, according to Siegel et al. (2007), the interventions for any
social change always entail communication. Therefore, in order to introduce a new social
issue, some sort of communication should be present so as to raise awareness and
encourage the adoption/maintenance of desired behaviors. It is crucial to keep in mind
that the type of communication channels and the message design will depend on the
audience; namely, the stage of change of the target group determines the level of
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involvement and, the relevance each person attaches to the content of the message (Siegel
et al. 2007).

3.4.1 Communication Models
Two types of communication models have guided scholars to construct more complex
models. These basic models are known as linear and non linear. Linear models are
unidirectional, that is to say that the message flow from the sender to the receiver. This
type of model assumes one-way causality, and was originally used to explain the success of
propaganda and mass persuasion (Narula, 2006). On the other hand, in non linear models
the message travels in a bidirectional or multidimensional way; which means that the
message is originated by the sender, nonetheless, the receiver becomes a sender at some
point of the process. Many models in the forties and fifties were linear; however, most of
them have evolved to non linear models in which, interaction, mutual exchange, and
sharing of meaning are regarded as core elements of communication. Hence, the audience
is no longer regarded as passive; rather the audience is participatory and influential on the
content of communication i.e. through feedback and demand making (Narula, 2006).
One of the most known models of communication is that of Laswell (1948). His model,
based on the five elements, sustains that the act of communication is explained by
answering: who -sender, says what -message, through which channel -medium, to whom receiver, with what effect –feedback (Fill, 2005). Although this model has been criticized due
to its simplicity, it has been used as a basis for the creation of more complex
communication models e.g. Shannon and Weaver´s, Schramm´s, to be applied in other
sciences such as sociology, psychology, and even engineering (Fill, 2005; Severin et. al.,
1988). Another contribution to the construction of models is that of Woerkum (2010), this
author argues that there are three types of communication models, namely the sending,
the consultation, and the interaction model. In line with the model presented by Laswell,
the sending model describes a process in which there is a sender transmitting a message
through a medium, which is then received, producing some effect on the receiver.
However, unlike Laswells´ model, in the sending model -as presented by Woerkum, the
receiver makes use of the medium to interact with other receivers and exchange meanings
of the message. Receivers interpret the message according to the shared values of the
interacting audience and, provide feedback to the sender; therefore, the effects of the
message depend on the audience, rather than on ‘purely’ the content of the message.
Second, the consultation model sustains that a receiver, better called a ‘user of
information’, search for the source of information. In other words, being aware of the
existence of a particular source of information, it is the receiver who initiates the contact,
making use of such source when it is convenient for him/her. The consultation model
goes in line with the ‘pull mechanism’, which as stated by Golding (2008) regards the fact
that consumers actively seek and extract information from an identified source. Thirdly,
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the interaction model describes an active exchange of information between two
participants. Under this model, participants are both senders and receivers, and make use
of multimedia to not only exchange the message, but also interpret and build meaning of
the message while interacting.

3.4.2 Communication in Marketing
Marketing is one of the fields which has become strongly dependent on communication.
Duncan et al. (1998) sustains that communication has been a crucial element of marketing.
Furthermore, the author claims that the need for improving interactions between
stakeholders and organizations made possible to talk about a new marketing approach,
namely marketing-communication. This marketing approach makes use of non linear
communication models so as to understand the interactions of companies/organizations
with their stakeholders and define their relationship, because “communication is the
platform in which relationships are built” (Duncan et al., 1998 p.2). Thus, marketingcommunication aims at exploring how the meaning of messages is being shared among
organizations and costumers; such interaction is known as a two-way communication.
The latter depends upon the degree of reciprocity between communicators and the
audience (Fill, 2005); marketing communication regards such reciprocity as the ‘talk back’
of the audience, in which feedback is constantly given.
The area of marketing-communication has been developed as a mode to approach
organizations to the audiences and, analyze the creation of social networks (Fill, 2005).
Although feedback allows measuring the effects of the communication process, the
marketing-communication process is comprehensive when the reciprocity between the
communicator and the audience is enriched by exploring the interaction happening among
the members of the audience. In this line, Rogers (1983, In: Severin, et al., 1998) focuses
attention on a multidimensional type of communication; here, the process is not only
about how individuals receive information and their feedback towards the sender, but also
how receivers pass the information along to other receivers. Rogers´ study was focused on
how innovations are diffused on society, namely how new ideas, practices or objects
become known in society and, how people´s perceptions about such innovations are spread
to others. The communication process, in which Rogers was interested, based on the way
participants exchange information. The author argued that participants are more inclined
to exchange information and nourish the communication process, if the
idea/practice/object holds –in the view of individuals- certain attributes such as relative
advantage, compatibility, trialability, observabiltiy and low complexity2. The way in
which individuals perceive such attributes is determined by three factors, the knowledge
the individual has about the particular issue being promoted; the individual´s purposes or
2

These concepts have been already introduced early in this chapter (see section 3.2.1)
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intentions towards the issue/object; and, his/her interest of inquiring further information
(Hartley, 1993). Social marketing communicator should work out these attributes in such
a way that, their presentation keeps consistency with the audience´s knowledge, purposes
and interests. The latter would aim to facilitate the formation of intentions to accept the
idea/practice/object. Nonetheless, intentions are not enough; therefore, effective
marketing communications should increase the level of awareness of the target group, and
should influence internal (personality, attitudes) and external (society) pressures so as to
evoke the translation of intentions into actions (Nicholls et al., 2005).
Marketing communication plans are to be used not only to inform, educate and persuade
the audience; they should also be used to establish a relationship which makes people to
engage with interaction processes that have to do with the organization/company at
stake. Moreover, marketing-communication plans should be based on the audience´s
values, norms, desires and needs. The intended goal of reaching the population with
persuasive and actionable messages is better achieved when the receiver understands and
identifies with the message (Siegel et al. 2007). The content of the message plays,
therefore, a key role in the success of the communication process; however, the credibility
of the source as well as the type of channels are also important elements to take into
account when sending the message.

3.4.3 The five elements of the Communication Process
As stated above, in order to strategically build any communication plan, it is important to
consider each of the elements of the communication process. As follows, a brief
explanation of the sender and the receiver is provided; also this section includes how the
message should be built and which channels are to be selected so as to approach the
audience in a more effective way. Finally, the element of feedback and its importance is
discussed.

3.4.3.1 The Sender
This element of the communication process answers the question: “who says” (Lasswell,
1948); the sender is, then, regarded as the initiator of the communication process. Fill
(2005) states that the sender -individual or organization- identifies the social need to
transmit a message, elaborates that message and spreads it to the audience; the scope is
that such message is understood by the receiver. The role of the sender does not finish
once the message has been transmitted; rather his/her role becomes more active when the
expected interaction with the receiver takes place. It is crucial that the sender has
credibility, so as that the receivers consider worthy to engage in the acceptance and
elaboration of the message (Severin et al., 1988).
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3.4.3.2 The Receiver
This element refers to the target audience which should have been grouped according to
the characteristics of individuals and, to the stage of change they might be at.
Segmentation processes are aimed at identifying the receivers and, such identification is a
step towards the design of the message.

3.4.3.3 The Message
Once the target audience has been identified, the message is to be generated accordingly.
Hence, the content of message should be appropriate for the audience, keeping consistency
with their values and beliefs (Duncan et al., 1998). The content of the message can be
framed following a rational, emotional, and moral framework (Andreasen et al., 2003).
First, rational messages have the objective to pass on information; this type of message
framing focuses mainly, on the functional benefits of the service/object that the audience
expects to obtain. Second, a message has an emotional frame if it is designed to incite
some negative or positive emotion aimed at stimulating the desired behavior. Guilt, fear
and shame are commonly used as negative emotional appeals; whereas love, humor, pride,
warmth and joy correspond to positive emotional appeals. It is argued that
communicators should use these appeals carefully; because overusing them could dilute
the effectiveness of the message. Specifically, pro social communication tends to rely too
heavily on fear appeals, which tend to decrease the effectiveness of the message and, may
even result in the opposite effect to what it was intended (Austin et al., 1999). Lastly,
moral messages propose to address the audience with a sense of what it is ‘proper to do’;
this type of messages attempts at convincing people to support a social cause. In this
context, Siegel et al. (2007 p. 382) sustain that “understanding what type of appeals work
best in a given situation is also an important part of successful communication strategy
development”. In general, Hastings et al. (2004) suggest that the message should not send
signals of manipulation to change behavior. If the target audience feels that their
autonomy and personal comfort are being threatened, it is likely that they do not want to
accept the content of the message.
Additionally, it is argued that individuals tend to show higher involvement and emotional
reactivity to media stimulus when perceptions of realism are high. The stories supporting
the message should reflect the target group´s beliefs and experiences; thus, the benefits to
be obtained should be perceived as real and achievable (Hastings et al., 2004). As stated by
Austin et al. (1999 p.198), “perceived realism, as a result, can be an important influence on
logic-based decision making”. Therefore, it is recommended that the message is real and
consistent with the values of the target audience. People want to perceive that the content
of the message is relevant for them (Siegel et al., 2007).
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Message Communication and the Audience`s Stages of Change
According to Andreasen (2006) the stages of change model introduced earlier in this
chapter, delineates a helpful framework for the social marketing communication plan.
Complementary, Siegel et al. (2007) have elaborated on strategies to build and develop
messages in accordance to the audiences´ state of change. The authors argue that each
stage requires that the content of the message is consistent with the needs and
expectations of the audience; the latter would allow the message to reach effectiveness,
helping the audience to move towards the next stage.
Let us remember that precontemplators are unaware and/or lack knowledge or interest
about the social issue/product being promoted. Siegel et al. (2007) sustains that
considering precontemplators as a potential target audience, implies the need of providing
significant amounts of information, trying to avoid information overloading. For
precontemplators, a message should be simple and informative. The purpose of the
information provided at this stage is to raise awareness; additionally, the message should
be built in understandable terms, so that the costs of processing the message are minimal.
Lastly, if the obstacles which the target audience faces to move to the contemplation stage
have been identified, it is recommended that the message addresses those obstacles,
motivating the audience to engage in the elaboration of the message.
The audience who is already part of the contemplation stage has begun to think about the
need to get involved with the issue/object; therefore the communication planner should
design a message which presents the transactional benefits and costs that would be
implied in the execution of the promoted action. Stressing the benefits of the target
behavior would make the audience more involved and motivated; as a result, the likelihood
to absorb the content of the message will be increased (Austin et al., 1999). Moreover,
Andreasen (2006) argues that the influence of others is crucial at this stage. Social
pressure might have both a positive or negative impact on the acceptance of the
communication plan. On the positive side, people who identify with the social issue would
try to encourage others to join the ‘cause’, facilitating the communication process to reach
the target group. On the contrary, opponents would provide as many arguments as
possible so as to prevent others to ‘consume’ the message. The latter might be regarded as
competition for the social marketers. In addition, other organizations providing
product/services similar to the one being promoted and, factors such as time and
attention needed to ‘consume’ the promoted social issue/object, are also competitors; for
instances, people might argue that they have other challenges in life, other economic
needs, or are already engaged in other social activities e.g. charity donations.
Consequently, it is important that the message “provides arguments that the offerings are
superior to those of the competition” (Andreasen, 2006 p.142); in other words, the
message should communicate that other organizations or behaviors are less desired.
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Lastly, the message should reinforce existing positive expectations and, transmit that
future positive outcomes are stronger than all possible transactions costs.
Next, the action stage requires that the communication plan delivers messages which
ensure the audience that they are able to execute the behavior, and that they have access
to the facilities needed to act. The action stage requires a message explaining the ‘how to’,
this should encourage refining abilities regarding the new behavior; in other words, the
audience should get more knowledge about the issue and, about ways to access to it.
Likewise, at this stage, it is important that the audience feels good about themselves when
performing the induced behavior, which should be reflected on the positive social
consequences. Finally, at the maintenance stage, real benefits are to be delivered. The
audience should perceive that the efforts are being worthy for them as individuals, and for
the society. At this point, the message must make explicit the long-term benefits of the
action in execution. Thus, it should facilitate people to remember how to keep performing
the behavior and, praise them for their action. In this line, Andreasen et al. (2003)
suggests that the message should serve as a reinforcement, which might be in the form of
praise, affection, or attention to the audience.
So far, it has being presented how the message should be built in order to reach the target
audience depending on which stage of change individuals are. The next part will argue
that selecting the channel, through which such message will be transmitted, is also an
activity to be based upon the audience´s stage of change.

3.4.3.4 Channels in Communication
“Channels are the conduit through which a stream of something e.g. products, information
flows” (Duncan et al., 1998 p. 4). Unlike commercial marketing, which has concentrated
on the distribution function of channels, and in which ‘flow’ refers to the movement of
goods; communication focuses on the flow-of-information function (Duncan et al., 1998).
Hence, channels in communication refer to the media to be used in order to transmit the
message and reach the audience. Any cost-effective communication plan should select a
medium or a combination of media that suits the target market´s profile. In order to
facilitate this task, Kotler et al. (2002) suggests that three main approaches must be
considered when choosing media channels: mass, selective and personal. Each approach
has different purposes, and should be used according to the characteristics of the target
audience. Mass communication approach is often used to inform large groups of people
about new values and ways to change norms (Andreasen et al. 2003). This approach
mainly utilizes mass media, which includes television, radio newspapers, billboards, and
transit signs. The main scope of mass media is to let audience “know, believe, and/or do
something” (Kotler et a., 2002 p. 304). This approach aims at creating awareness of an
issue, but also at increasing knowledge about what people can do regarding a particular
issue. Second, selective approach is used with specific target markets. Direct mail, flyers,
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brochures, posters, special events, telemarketing, and the Internet are regarded as
selective channels whose objective is to offer more precise information. Lastly, personal
approach offers the possibility to deliver the message using personal contact. This one is
considered as a successful technique “to achieve behavior change objectives” (Kotler et al.,
2002 p. 305). According to Siegel et al. (2007), a combination of the three approaches leads
to more effective communication campaigns; however, each of them should be used with
more or less intensity according to the audience´s needs.

Selection of the Media according to the Audience´s Stage of Change
The above mentioned approaches may be linked to the audience´s stages of changes and,
could be combined since they are mutually reinforcing (Kotler et al., 2002). Mass media
might be the most effective channel to communicate with precontemplators. The stage of
precontemplation may also be called the “need-for-knowledge stage”; hence, at this point,
informative and awareness raising strategies are crucial (Severin et al., 1988 p.207). Mass
media offer the possibility to reach lots of people, and make them ‘know something’ about
the occurrence of specific situations affecting them or other members of the society. “Mass
media reach large audiences, spread information and change weakly held attitudes”
(Severin et al., 1988 p. 207). For instances, the use of television as communication channel
make people more exposed to new realities, never considered before. Furthermore, mass
media can also be applied to the stages of contemplation and action. The scope of the mass
media approach, regarding the ‘believe something’ factor, fits with the needs of
contemplators; once they are aware of the issue, they need to believe that the actions will
bring collective and individual benefits. Moving forward, the stage of action requires
continuous flow of information; therefore, it is important that the audience has permanent
access to the information about how to ‘do something’. In respect of the second approach,
selective media is to be used at the stages of contemplation and action. At these two
stages, specific channels offering specific information are required to reach a particular
target group.
Finally, personal media meets the needs of both action and maintenance stages. Once the
audience is performing a behavior, the use of face-to-face interactions can add or clarify
information and, they might even assist to overcome psychological and social barriers
(Severin et al., 1988); hence, any personal source should aim at encouraging the continuity
of the actions.

3.4.3.5 The Feedback
One crucial element of the communication process regards the effects of the message on
the audience. This element is the guarantee that a two-way communication is taking
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place. Feedback does not only include the reactions of the audience towards the message;
Windahl et al. (1992 p. 121) sustains that “even a non-reaction qualifies as a kind of
feedback”. Non-reaction might give different kinds of signals, ranging from a complete
satisfaction to a complete understanding of information, to a lack of interest or to the
difficulty to comprehend the complexity of the message. Analyzing the feedback is “an
opportunity for communicators to react quickly to signs resulting from the signs they
have put out” (Schramm, 1973 In Duncan et al., 1998 p. 4). Consequently, communication
planners should make use of feedback to refine the messages so as to make them more
effective (Windahl et al., 1992).

Figure 5. Balancing Message, Audience, and Resource Considerations to Select Channels
(Source: Siegel, et al., 2007)

To conclude this chapter, it is worth mentioning that when designing a communication
plan, social marketing-communicators should consider as many elements of the
communication process as possible. Taken those elements into account should allow for a
balanced use of each of the resources which these professionals are counting on. Figure 5
shows that studying i) the available channels, ii) the type of messages to be used and, iii)
the characteristics of the audience should lead to prioritize the needs to be encountered
during the message delivering process (Siegel, et al., 2007). The latter may turn any social
marketing planning system into a more effective mechanism.

48

4. FAIR TRADE
This chapter provides information about the foundation as well as the current situation of
the movement of fair trade in the world. Later, it is mentioned how fair trade is structured
as well as the main channels used to distribute fair trade products. The last section
provides an insight of the movement in Italy and, it is specifically dedicated to introduce
Altromercato, as the fair trade Italian Organization taken as unit of analysis in this
research.
4.1 Origins of the Movement
The late forties witnessed the first attempts of fair trade. Back then, a group of citizens
from the United States organized under the name of “Ten Thousand Villagers” intended
to take actions to soften the critical socio economic situation of developing countries. The
intentions of this group were to make a transition from the simple act of collecting money
for the relief of famine, war or natural disasters, towards a system that offers real
solutions to end poverty in the South. A shift from the dominating short term charity
activities, to a sustainable collaborative system in which participants are both givers and
receivers, was suggested. Consequently, “Ten Thousand Villagers” claimed that trading
under a fair scheme, would achieve a more sustainable benefit for the producers of the
South. These organized citizens started to buy handicrafts from developing countries and
sold them to committed consumers in the North (Brown, 1993; EFTA, 2001).
A decade after, the idea took off in Europe when a number of British stores started to sell
craft made by Chinese refugees. Such episode prepared the scenario to create the first
Alternative Trading Organization (ATO): UK Oxfam, in 1964. With that, the model
gained more supporters and started to spread to other European countries. In 1967, the
importing organization S.O.S Wereldhandel was established in order to work directly
with producers of the South (EFTA, 2001); in addition, Traidcraft -in the UK- and, Gepa in Germany- were created with the scope to trade with Southern producers, paying them
fairer prices. The movement was also being backed up by religious and political
organizations. The latter organizations were inspired by some issues happening in parallel
such as the United Nations Conference on Trade and Development, taking place in New
Delhi, 1968. In the conference, developing countries –holding the motto “Trade not Aid”,
presented their dissatisfaction regarding the unfair trading system with the North
(EFTA, 2001). From then on, the idea of fair trade gained social and political power; and,
the general objective: “ensuring fair prices and a steady income for growers and
producers…so that they receive their fair share of profits, and the community benefits
from trading”, was set (Strong, 1997). Specific objectives of fair trade are: improve the life
conditions of producers, promote development opportunities in favor of disadvantaged
producers (groups of women and indigenous people), disseminate information on
exploitative economic mechanisms through product sale, encourage consumers to find
alternatives to mainstream economy and search for new development models, set up nonprofit trade and work relations that respect human dignity, protect human rights by
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promoting social justice, promote environmental sustainability and economic security,
encourage new job opportunities at fair conditions in both economically disadvantaged
and economically developed countries, encourage exchanges between conscious
consumers and producers from economically least developed countries, support economic
and social self-development, put pressure on national and international institutions to
make economic and trading choices aimed at supporting small producers and finally,
promote a fair and sustainable use of environmental resources (Becchetti, 2010).
Consumers in the North were increasing their awareness regarding the existence of the
movement and its objectives; so that by the end of the sixties, the notion of fair trade had
gained momentum. In 1969, the first fair trade shop opened in the Netherlands and from
then on, consumers were aware that products were sold exclusively through special shops,
known as fair trade shops or worldshops (Nicholls et al., 2005). However, it seemed that
alternative shops were not being accessed by a significant number of people. It was
realized that for consumers, even the more committed ones, going to a special store just to
buy one or two products, implied great efforts. Consequently, a couple of decades later,
fair trade importing organizations decided to include fair trade products into the
assortment of commercial retail businesses (Renard, 2003). In addition, consumers needed
a guarantee that the products offered in those stores/supermarkets were following the fair
trade criteria, just like those offered in the worldshops. Hence, the immersion of
commercial channels raised the urgency to create a label, so that these channels could also
offer guaranteed fair trade products (Renard, 2003).
The origins of fair trade respond to two visions, a radical and a pragmatic one (Renard,
2003). The former is more political and ideological, and regards fair trade as a tool to
change the dominating economic model. The latter focuses on introducing fairly traded
products under the existing market mechanisms. The tension between these two visions is
also reflected on the labeling model. From the radical point of view, the label should just
be a tool of transition to a more just economic system. The supporters of this position
argue that the label should be temporary; otherwise there is the risk of over
commercializing the spirit of fair trade and, of losing the “alternative trade” value. On the
other hand, the pragmatists sustain that the label should be regarded as a permanent
reference point for consumers; through the label, they claim, it is possible to penetrate the
market and increase the sales of fair trade. Radicals and pragmatists have held debates not
only on the adoption of labels or brands, but also on the selection of distribution channels.
Such counter positions have given shape to the fair trade movement as it is now.

4.2 Fair Trade Structure
Many participants are involved in the fair trade movement. This participation is
structured in such a way that it is possible to talk about four main groups: i) the
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International and Regional Networks: The Umbrella Organizations; ii) the Alternative
Trade Importing Organizations; iii) the producer organizations from the South, and; iv)
the Labeling Organizations. These groups are permanently exchanging information and
hold active trading relationships (Brown, 1993; Krier, 2007).
4.2.1 International and Regional Networks: The Umbrella Organizations
The umbrella network “FINE” was established in 2001. Its name is an acronym formed by
the first letter of four organizations e.g. FLO, IFAT, NEWS and EFTA, which decided to
join their efforts so as to share information, and coordinate fair trade policy. FINE
maintains a fair trade advocacy office in Brussels, Belgium.
The International Fair Trade Labeling Organization –FLO. In 1988 the first fair trade
labeling initiative –Max Havelaar- was established in the Netherlands. In 1992, other
initiatives originated by Oxfam, Traidcraft, Christian Aid, New Consumer, the World
Development Movement and CAFOD gathered to create The Fair Trade Foundation.
Five years later -in 1997, this Foundation and other British organizations established The
Fair Trade Labeling Organization International (FLO) as one well known fair trade
certifier. FLO officially owns the FAIRTRADE Mark, created in 2002 (Nicholls et al.,
2005). Up to 2009, there were nineteen initiatives in fifteen European nations, and five in
non-European (FLO, 2009). Even if they might hold different brand names, they are all
members of FLO, and their products carry the FAIRTRADE Mark logo (see figure 6);
some examples are Equal Exchange, Traidcraft, CaféDirect and Divine Chocolate (Wright
et al., 2007). Nowadays, most products holding the FAIRTRADE Mark are distributed in
supermarkets or any other commercial channels; however, they are also offered by some
special shops (Krier, 2007).

Figure 6. FAIRTRADE Mark logo (Source: http://www.fairtrade.net/)

The International Federation for Alternative Trade (IFAT). It was established in 1989,
bringing together importer and producer groups from Africa, Asia, Australia, Europe,
Japan and, North and South America.
In its latest report, it is shown that IFAT has 321 members, located in seventy countries
(62% are producer organizations and 38% correspond to buying organizations). One of the
main roles of IFAT is to coordinate the activities of the Alternative Trade Organizations
in the North and establish links with partner from the South (Brown, 1993; IFAT, 2007).
Furthermore, IFAT has created the Fair Trade Organization mark. This mark is intended
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to guarantee that companies adjust to the fair trade criteria in the whole process of the
chain, rather than just focusing on the last stage i.e. final products. Yearly, the practices of
the companies holding the IFAT brand are assessed and monitored by other IFAT
members.
The European Fair Trade Association (EFTA). It was established informally in 1987 by
some of the oldest and largest fair trade importers. The Organization gained formal status
in January 1990 and, it is based in the Netherlands. It gathers twelve fair trade importing
organizations in nine European countries (eight in the EU, one in Switzerland). The
Organization represents by far the most significant part of all fair trade imports into
Europe.
The Network of European World Shops (NEWS). It was established in 1994 and,
represents approximately 2700 shops in fifteen national associations present in thirteen
European countries (twelve of which are in the EU, with Switzerland making thirteen).
4.2.2 Alternative Trade Organizations (ATOs)
ATOs were created as alternative ways of doing business (Renard, 2003). The word
“alternative” was implying “difference”, because the purpose of ATOs was to operate
under a different trading system in which the well-being of both producers and consumers
would be guaranteed (Renard, 2003). The main scope of these organizations was to ensure
a fair price to producers in such a way that they could cover the production costs, and
receive a deserved extra income to invest in their communities. ATOs´ goal was to “pay as
much as possible, not as little as possible to the producer” as it was being practiced in
most instances of traditional trading (Brown, 1993 p. 163). Furthermore, ATOs
considered that the trading system would be improved if consumers and producers are
brought together, and develop cooperative relationship among them. For that reason,
ATOs put considerable effort in understanding both sides of the market.
Their first steps were realized when buying handicraft from disadvantaged producers in
the South with a price premium, and selling them to committed consumers in the North.
During the sixties, the church and other charity NGOs were regarded as the main
promoters of ATOs, which helped with the expansion in many European countries. In the
seventies, this rapid expansion caused that the model faced new challenges, namely
searching for new markets for products from Southern countries, as well as creating
marketing strategies to increase sales. Moreover, it was recognized that successful trading
required professionalism at each stage; consequently, ATOs started to work even closer to
the producers, providing advice on product development, helping them with skills and
management training and, offering them additional support in difficult economic and
social situations (Krier, 2007).

52

Normally, ATOs act as importers, distributors –wholesalers/retailers, or a combination of
both. As importers, ATOs buy products directly from the producers and keep a long
lasting partner relationship with them. In most cases, ATOs distribute the products in the
North –mainly through special shops (Brown, 1993).
4.2.3 The producer organizations
Fair Trade producers are located in the Southern countries of the world. In order to
supply the products, they are organized into federations of producers, co-operatives,
family units, workshops for handicapped, state organizations, or private companies. The
number of members in each group or cooperative varies. For instances, in 2001 Frente
Solidario de Pequeños Cafetaleros de America Latina was one of the largest network
exporting Fair Trade coffee, rounding up 200,000 members; while another network,
Action Bag Handicrafts consisted of only 60 people. Although they differ in number, their
commonality lays on an organized structure, the production of marketable products and, a
guaranteed qualitative and in-time response to the demand (EFTA, 2001). It is desired
that these producer organizations are small scale farmers or co-operative plantations. The
latter has to do with the fact that large-scale plantations have traditionally had more
access to the market, decreasing the possibility of small scale crops to participate in the
market (Nicholls et al., 2005). Hence, fair trade works with small scale producers,
addressing some market failures such as lack of market access, imperfect information, lack
of access to financial markets, lack of access to credit, inability to switch to other sources
of income generation, weak legal systems and the enforcement of laws (Nicholls et al.,
2005).
4.2.4 The Standard and Certification Setting Agencies
The International Fair Trade Labeling Organization -FLO is widely recognized. By 2006,
51% of people associated the FAIRTRADE Mark with a better deal for producers (FLO,
2009). The Mark is found in 70 countries worldwide and, by 2009 its global retail sales
reached € 3.4 billion, representing a 15% annual growth (FLO, 2009). Nonetheless, FLO
is neither the only existing fair trade mark, nor the only certifier organization (Nicholls et
al., 2005). Among others, well known certifier organizations are UtZ Certified, Rainforest
Alliance and IFAT3. The latter together with FLO are the two main agencies that are in
charge of certifying companies and products which meet certain standards. IFAT works
mainly with producers who sell their product through the ATOs` channels; in most cases,
the products are labeled with the name of the particular ATO, which should be a member
3

Utz Certified -in Europe and, Rainforest Alliance -in the USA are two initiatives certifying firms which
guarantee a minimum wage and certain working as well as environmental conditions. These two organizations do
not set minimum price requirements for products to get the certification; so some companies regard these
initiatives as cheaper opportunities to respond to consumer’s demand for sustainability (Nicholls, 2005 p. 141).
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of IFAT (IFAT, 2007)4. Whereas IFAT certifies the practices of the companies, FLO
Mark covers the standards that contemplate the production process of a specific product
(FLO, 2009). Due to this, some scholars argue that the creation of FLO as a dominant
labeling and certifier initiative has created “a reality within the market, instead of
constructing an alternative outside the market” (Renard, 2003). Hence, it seems that the
existence of FLO tends to belong to the pragmatic approach, explained above.
Arguing that FLO mark does not guarantee that all the actors in the process of fair trade
are benefited, some companies and ATOs have opted to work with the IFAT certification,
rather than with the FLO label; such organizations prefer to rely on their own brands or
labels to approach and inform consumers. For instances, Ctm Altromercato –the largest
Italian ATO decided to work independently from FLO; this Italian ATO follows the fair
trade criteria, but perform their own social audit and provide producers with new skills to
sustain the fair trade system (Nicholls et al., 2005). This case will be elaborated later in
this chapter.

4.3 The Distribution of Fair Trade Products
Up to the present, fair trade products reach consumers through both alternative and
commercial distribution channels. The former are represented by fair trade shops or
worldshops; the latter are mainly supermarkets and some other commercial shops that
have included fair trade products in their assortment.
Originally, the distribution of fair trade products aimed to stick to the core idea of
creating an “alternative economic system”. Therefore, the selection of channels such as
worldshops would correspond to the “radical” approach which, as stated above, aims at
providing alternatives to the present global market. In this line, worldshops are
considered as functioning alternatives to promote linkages between consumers and
producers, offering a different approach to the current trading system. This is precisely a
reality in few countries, one case is that of Italy, where worldshops are still regarded as
the main distribution channels. Although some Italian supermarkets (4,000 ca.) do offer
fair trade products, the penetration of fair trade in the mainstream is very limited
(Huybrechts, 2010).
On the other hand, so as to enlarge the number of consumers in an accelerated rate, the
“pragmatic” approach offered green light to the possibility for fair trade products to be
distributed through mainstream channels. Huybrechts (2010) sustains that a clear
4

These standards -known as “principles” since 2008- are self-assessed every two year and cover: 1. Creating
opportunities for economically disadvantaged producers; 2. Transparency and accountability; 3. Capacity
building, 4. Promoting Fair Trade; 5. Payment of fair price; 6. Gender equity; 7. Working conditions; 8. Child
labor; 9. The environment (IFAT, 2007)
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example of this phenomenon is the case of the United Kingdom. This country represents
the most dynamic and the fastest growing market in Europe where the largest certified
sales (carrying mainly the FAIRTRADE Mark) are sold in supermarkets (Krier, 2007;
Wright et al., 2007). This situation could be explained by the fact that the pioneering
British ATOs have an advanced collaboration with mainstream channels; besides, this
country is home of the lowest number of fair trade shops (150) in Europe, as compared to
Germany (836) and, Italy (600 ca.) (Huybrechts, 2010; Krier, 2007).
4.3.1 Alternative channels: The Worldshops
Currently, there are approximately 3,200 worldshops in Europe. The shops are non-forprofit organizations and count with a large number of volunteers (Krier, 2007).
Worldshops were created as physical places supporting the idea of trustful relationships
between producers and importers. For that reason, at an early stage there was no need for
formal certification since the guarantee of “fair quality” was linked to the fact of
worldshops acting as suppliers.
At present, worldshops are regarded as unconventional circuits in which the fair trade
movement set their roots, keeping consistency with its original spirit; worldshops are
recognized as “an alternative to the current trading system” (Becchetti et al., 2010). These
shops are perceived as spaces where concerned consumers interact with each other,
exchanging views and ideas; but also, and more importantly, “they are places where the
North and the South can meet” (Becchetti et al., 2010).
There has been strong resistance coming from committed supporters of worldshops to
accept that any type of for-profit retailer is allowed to distribute fair trade products. They
argue that the danger of the participation of these conventional actors, is that they might
impose conditions to producers due to their economic power, leading to a neutralization of
the initiative (Renard, 2003). In spite of the efforts opposing the use of mainstream
channels, pragmatism has gained space in the movement. Consequently, there are an
important number of supermarkets offering fair trade products around the world.

4.3.2 Mainstream channels: Supermarkets and other commercial stores
For-profit channels remained absent of the fair trade sector until the early nineties.
However, during that decade, the movement started to spread out in society through the
development of new fair trade products. This situation was regarded as a profitable
opportunity for commercial companies to join fair trade.
Since their appearance, commercial distribution channels i.e. commercial stores, organic or
whole food shops, gift shops, supermarkets, cafes and restaurants, mail order catalogues,
or internet-based online shops, have boosted fair trade sales tremendously (Renard, 2003).

55

According to the Fairtrade Foundation (2008 In: Huybrechts, 2010), the total FLO
labeled products sales in the United Kingdom exceeded 700 million pounds in 2007, most
of which was generated in supermarkets. There are 43,000 supermarkets across Europe
selling fair trade products, the majority of the supermarkets sell those products under the
recognized labels of FLO or any other ATO´s brand; however, some supermarkets are
also placing their own brand to the product, excluding the ATO as intermediary (Moore,
2004). Probably, the success of supermarkets is reflected on their ability to provide the
“material dimension” of fair trade goods to consumers; but, they face the difficulty of
transmitting the “fair” message regarding quality and the social benefits for producers
(Becchetti et al., 2008).
Mainstream channels may be interested in participating in fair trade for three reasons.
First, the rapid evolution of fair trade in the market, thanks to the efforts of ATOs, has
shown the profitability of fair trade; this is regarded as a good opportunity for the forprofit companies to supply fair trade products. Second, the existence of labels facilitated
for-profit companies to join fair trade. Consumers would have the guarantee that a
standardized label fulfills the fair trade criteria, regardless the place of access to the
product. The third reason is about corporate social responsibility, for-profit companies
consider fair trade as a golden opportunity to show ethical concerns to their clients
(Becchetti et al., 2008). This last argument has raised criticism among a number of fair
trade supporters, who sustain that some companies join fair trade motivated by “image
laundry”, namely to improve their prestige in society, and therefore, increase their sales
(Renard, 2003). This type of critical debate might be creating confusion among
consumers, opting for a reduction of fair trade consumption eventually. On the other
hand, commercial channels have performed an important role when increasing awareness
of consumers who, just by being exposed to fair trade labels might get familiar with the
movement. More importantly, these for-profit companies have contributed with the
growth of fair trade sales. Although this phenomenon is common in most developed
countries, there are special cases in which worldshops are still responsible for higher sales
rates. In this respect, Italy is one special case.

4.4 Fair Trade in Italy and the case of Altromercato
4.4.1 Origins
The Northern region of South Tyrol witnessed the first steps of the fair trade movement
in Italy. In the early eighties two worldshops existed in that region; by that time, the
movement was hardly known in the country. Inspired by the positive experience of
Austria and Germany, a group of committed people from South Tyrol established contact
with an Austrian fair trade importing organization, and funded the first Italian fair trade
cooperative. In 1988, the Cooperazione Terzo Mondo –Ctm (Third World Cooperative)
was born in Bolzano with nine founder members, three employees and six botteghe del
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mondo (shops from the world). Since its first years, Ctm did not want to replicate the
model of most European organizations, that is, acting as an independent importing
organization with the distributor channels as clients. Rather the motivation of Ctm was to
act in cooperation with the botteghe; with that, the number of members increased and, by
the mid-nineties the cooperative had reached fifty members. It was in 1998 that the
cooperative officially became a consortium in which the worldshops are active members;
the name of Ctm was changed to Ctm-Altromercato (Other Market). The fact that this
Organization is a consortium made up of three different entities, namely a company, a
movement and a network of shops, makes Altromercato a unique case in the Italian fair
trade context (Krier, 2007). Moreover, the consortium works on a horizontal structure, in
which all members have a voice and, contribute to important decisions with their
knowledge and experience. Ctm-Altromercato is currently the first-largest importing
organization in Italy and, second in the world –only preceded by Gepa from Germany
(Rinaldi, 2007). During the nineties, the fair trade movement continued to spread in the
Italian society and, other fair trade organizations were founded (Barbetta, 2006). There
are seven more importing organizations in Italy e.g. Commercio Alternativo, Roba
dell’altro Mondo, Libero Mondo, Equoland, Equo Mercato, Ravinala and the Associazione
RAM. Most of these organizations are cooperatives which deal with food and non-food
products. By 2007, Italy represented one-sixth of the world´s total turnover in the fair
trade sector, and over one-third of the turnover in Europe (Wright et al., 2007).

4.4.2 The Labeling system in Italy
In 1994, the Italian labeling organization, Fair Trade TransFair Italy (FLO member) was
created. TransFair verifies the correct use of the label by the licensees, provides them with
services, and promotes fair trade in the country (Transfair Italia, 2010). Nonetheless,
based on the arguments that such labeling organizations holds indirect relationship with
both producers -through a small product sticker-; most of these Italian fair trade
organizations regarded the Transfair labeling system as purely commercial (Barbetta,
2006; Raynolds et al., 2007).
In the particular case of Ctm-Altromercato, the above mentioned arguments plus the fact
that TransFair certifies the product -and not the organization itself- motivated this
consortium to create its own brand label (Altromercato website). This is regarded as one
special situation, since Italy is the only country where the pioneering fair trade player i.e.
Ctm Altromercato, has chosen not to use the FAIRTRADE Certification Mark; rather the
Organization opted for building up a brand, and for promoting a strong corporate identity
and image of its own (Krier, 2007).Through its brand, the consortium communicates its
consumers that Altromercato is committed with the entire fair trade chain. Hence, the
brand aims at guaranteeing that the Organization executes fair practices in the whole
process –from production to distribution- (Becchetti et al., 2010). The ultimate goal is to
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sustain a chain in which consumers, producers and importers are as close as possible to
each other; hence, it was thought that its own brand should communicate such
relationship. Up to the present, Altromercato´s brand is well recognized in the Italian
society; figures show that among those consumers who are familiar with fair trade in
Italy, fifty percent recognizes the brand and associates it to fair trade (Rinaldi, 2007).
Figure 7 shows Altromercato´s logo as one way to visually present the brand to the
public.

Figure 7. Logo of Altromercato (Source: Altromercato, used with permission)

4.4.3 Distribution channels
Like in other European countries, fair trade in Italy is distributed through worldshops and
mainstream channels. By 2007, the number of supermarkets offering fair trade products
(with and without the FAIRTRADE Mark) rounded up 4,150 and, there were around six
hundred wordlshops (Krier, 2007). Although supermarkets´ sales of fair trade products
have grown strongly in the latest years; Italy contrasts with other countries due to the
fact that higher sales are attributed to the worldshops (Huybrecths, 2010). By 1993, the
country was home of ninety one worldshops, so reaching the number of approximately six
hundred, by 2006, shows the importance of these type of shops in Italy (Forno et al., et al.,
2006). Most Italian worldshops (300 ca.) belong to the Associazione Botteghe del Mondo
(Italian Worldshop Association) which is a member of NEWS. Through this network,
worldshops exchange information and organize educational campaigns. In addition, there
are about three hundred worldshops which are not part of the association (Krier, 2007).
The importance of worldshops in Italy makes the country a special case. Due to its
particularity, the Italian dynamic of fair trade is regarded as the “Italian model”,
characterized by the central importance of worldshops and, by the presence of one leading
importer i.e. Ctm-Altromercato (Becchetti, 2010). This Organization, other than being a
consortium of worldshops, also competes with its own label with other domestic and
European certifying bodies. Furthermore, it has been sustained that the model responds to
the political and commercial prominence held by the Italian worldshops. The power of the
botteghe might explain the reason why the level of consumers´ awareness and diffusion of
fair trade is attributed to the shops rather than to mainstream channels (Rinaldi, 2007).
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Regardless the great success of worldshops as distribution and communication channels in
Italy; at the end of the nineties, the Consortium considered the selection of traditional
channels for the distribution of its products. This issue prepared the floor for a heat debate
among Altromercato´s members; mainly, strong opposition was held by many
representatives of the worldshops. Opponents argued that the use of commercial channels
would not be coherent to the spirit of the movement: ‘to be an alternative to the current
market system’. Despite of that, Altromercato decided to use supermarkets and other
commercial channel to widen its distribution possibilities (Rinaldi, 2007). Up to the
present, worldshops, which work in partnership with Altromercato, are responsible for
57% of its total sales, while supermarkets selling the brand account for 12%, the
remaining percentage of the sales corresponds to restaurants, sales abroad and others i.e.
small retailers, educational and governmental institutions (Huybrechts, 2010; Rinaldi,
2007; Altromercato Annual report 2008-2009).
The attempt of the presented chapter has been twofold. First, it is informative, so that the
reader has an insight of the fair trade movement (origins and general trends). Second, and
more importantly, the chapter introduces the dynamics of the movement in Italy, and
describes Altromercato as both the main importer and as the consortium grouping the
majority of worldshops in Italy. This provides the basic notion to place in context the
analysis of the communication strategies of this Organization. The following chapter
shows the design of the interview to be executed with a key informant of Altromercato;
the chapter is structured by using supportive arguments for the questions that compose
the semi-structured interview.
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5. APPLYING THE MARKETING PLANNING SYSTEM TO ALTROMERCATO
The main purpose of this investigation is to explore the communication strategies of
Altromercato, as designed by the headquarter. For this reason, the researcher decided to
dedicate this chapter to present how the marketing planning system -designed by Kotler
and Zaltman, matches with Altromercato´s planning. It should be reminded that the
formulated research question guiding this investigation was subdivided into subtopics
such as Altromercato´s target audience; the channels selected to distribute the products
and transmit the message; and, the content and presentation of the message being
communicated. As an approach to answer those questions, the mentioned marketing
planning system was regarded as the appropriate tool to guide the design of a semistructured interview to be conducted to the Marketing Manager of Altromercato.
Nevertheless, being aware that not all the elements of the model might fully coincide with
the reality of Altromercato, some adaptations to the model may be made in the process of
the data collection.
The questions to be presented in this section correspond to this interview in particular.
The interview is organized according to the structure of the aforementioned model; hence,
it is divided in four parts: the environment impacting Altromercato, the planning
variables (product, price, promotion and place), the channels and, the target markets.
Additionally, the use of conventional marketing tools is explored. The information
obtained will be complemented with interviews to representatives of worldshops and to
some young respondents, as well as with observations of the shops (both the format of
those two interviews and the observation guide is presented in the annex section).

5.1 Altromercato and its environment
Starting with the exploration of the Italian environment should allow analyzing how
political, economic, cultural, and competitive factors are affecting the actions of
Altromercato.
Political factors. It is claimed that the market success of fair trade in Europe has gone
hand in hand with an ever-growing recognition by the public authorities at local, regional,
national and international levels. At the supranational level, the European Parliament and
some European Governments have been helpful in supporting awareness-raising
campaigns and pilot schemes (Krier, 2007). In 2004, the Italian Parliament created the
Associazione dei Parlamentari per il Commercio Equo -AIES (Association of
Parliamentarians for Fair Trade). This association should facilitate that the fair trade
movement is considered within the legal work of the commissions and chambers of the
Italian parliament (Krier, 2005). Regarding local governments and public participation,
Rome became the first Italian fair trade town in 2005 and, by 2007 eighteen towns had
received such a title (Huybrechts, 2010; Krier, 2007). This implies, among other actions,
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that local governments should provide fair trade products in their cafeterias. In addition,
there are projects in which schools have become involved in the consumption and
promotion of fair trade. Furthermore, in Italy, there is an annual fair trade fair called
“Tuttunaltracosa” (“It is all a different thing”)5. The questions regarding the political
factor are as follows.
-How do all these factors affect Altromercato? Are there other political factors to take into
consideration?
-Has Altromercato made any effort to approach politicians?
Competitive factors
-How are other fair trade organizations affecting your performance? What about other
fair trade brands/labels?
-Is the preference for local products and/or organic products consumption regarded as a
competition? How do you manage that?

Economic Factors
-What can you say about the economic factors? Has Altromercato linked the Italians´
purchasing power to the consumption of fair trade? Does the Organization consider these
economic figures to promote fair trade products?

Cultural factors
-According to your opinion, is helping Southern countries one of the values embedded in
the Italian culture?
-In the Italian culture, what are the preferred mechanisms to cooperate with Southern
countries e.g. charity, donations, fair trade, technical cooperation?

5

http://www.wfto-europe.org/lang-en/tuttaunaltracosa-ft-fair-italy.html
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5.2 The Planning Variables: The Marketing Mix of Altromercato
After the analysis of the environment, the model suggests to work out variables such as
the product, price, place and promotion. As stated in the theoretical chapter, Kotler and
Zaltman argued that the system facilitates a better planned and communicated social
program. In this context, the objective is to explore how Altromercato designs its
marketing planning system and, how the Organization deals with the communication
elements of the marketing mix accordingly. Based on the latter, figure 8 illustrates that
communication is at the core of the marketing mix, therefore each one of the elements
should transmit the message of Altromercato. The questionnaire will continue by
formulating questions aiming at discovering the communication component embedded in
Altromercato´s marketing mix e.g. product, price, place and promotion, and how these
elements are linked to the audience´s stage of change.

Figure 8. Communication elements of the Marketing Mix

5.2.1 The Product
At this point, the aim is to identify whether the three levels of the product proposed by
Crane (2001), namely the core, the expected and, the augmented product are taken into
account. The questions are as follows:
-How does Altromercato present i) the expected product (the package, the label, the
brand, the logo), ii) the core product (immediate perceived benefits such as uniqueness,
quality, physical pleasure), and iii) the augmented product (additional benefits e.g.
psychological and social benefits) to the consumers?
-How does Altromercato transmit fair trade information through the package of the
products? What kind of information is to be found there?
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5.2.2 The Price
Fair trade products should be regarded as high quality products holding ethical
considerations, in this line, it is claimed that fair trade “incorporates values in their
products” (Zanasi p. 7). In line with exchange theory, these products should communicate
that the benefits derived from consuming them outweigh the costs of doing so. Due to
their tangible and intangible benefits, these prodcuts are to be placed in a superior level as
compared to other products (Waynne, 2008). Hence, the benefits are reflected on a bundle
of physical and immaterial features that distinguish fair trade from standard products
(Becchetti et al., 2008); therefore, low price goods should not be a competition. The
arguments presented by the cited authors should justify the social premium.
Complementary, so as to make possible the price justification, exchange theory sustains
that the transactional benefits should be larger than the transactional costs of consuming
fair trade products.
The following questions are built to explore how Altromercato deals with the exchange
process towards which consumers are being directed; in other words, how Altromercato
communicates that the transactional benefits outweigh the costs implied in the
consumption of its products.
-How does Altromercato explain the price difference compared to non-fair-trade
products? Furthermore, how does the Organization explain the social price to consumers?
-How does Altromercato portray the benefits to be obtained through the consumption of
its products: tangible e.g. quality, taste; and intangible e.g. ethical considerations
regarding social benefits to the participants (producers and consumers)?
-Does Altromercato mention the transactional costs implied in the consumption of its
products? How?
-What mechanisms does Altromercato use to explain that most transactional costs
(money, energy, time, etc) are outweighed by the transactional benefits?
-How does Altromercato show accountability, regarding the price calculation, to the
consumers and producers?
5.2.3 Place
5.2.3.1 Place as distribution channels
As stated in the theoretical part, designing and planning of places has to do with the
arranging for accessible outlets that facilitate consumers to perform the actions of
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consuming. Two types of distribution channels to make fair trade accessible have been
identified, namely specialty shops –known as worldshops, and mainstream channels. It
should be reminded that places also communicate; hence, they are also regarded as
communication channels. As follows, questions covering the distribution function of
places are formulated. Later on, the communication function will be included in the
section named “channels as communicators”.
Worldshops. Becchetti et al. (2008) claims that worldshops are selling places where
consumer-education and awareness on socio-political matters, are much higher than in
mainstream channels; thus, these shops are preferred by ‘‘social activist’’ consumers.
Additionally, the author sustains that consumers who accept a higher premium and, who
care more about regulation issues and information about the producers, are more likely to
buy from worldshops. However, worldhsops should also be regarded as attractive places
for new consumers; strategies that catch the attention of those individuals who do not buy
fair trade products regularly, are to be explored. The questions covering worldshops as
distribution places are:
-Can you provide some figures regarding number of Altromercato´s shops e.g. their
location, number of staff, staff professionalization, service provided, etc?
-What percentage of the annual turnover corresponds to worldshops sales?
-How does Altromercato inform consumers about the existence of worlshops to access its
products?
-How does Altromercato persuade people to visit the worldshops to buy the products?
-What strategies within the store, does Altromercato use to encourage consumers keep
frequenting the stores?

Mainstream distribution channels. These channels refer to fair trade retailers which can
be physical e.g. supermarkets and other commercial stores; or virtual e.g. the internet: on
line order catalogs that carry fairly traded items (FLO, 2009). The fact that Altromercato
is distributing the products through large-scale channels has been criticized by
consumers, who argue that fair trade products should only be sold in world shops, because
these shops are genuinely social responsible -they only sell fair trade products, and
actively promote information about them. These consumers are against the fact of
supermarkets distributing fair trade, claiming that they just include few fair trade
products within their traditional product range and, do not actively promote knowledge of
fair trade criteria (Becchetti et al., 2008). The latter argument fits with the criteria of
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committed ethical consumers, who keep loyal to the worldshops and their social meaning.
Nonetheless, Altromercato realized the need to approach potential consumers and, the use
of mainstream channels was considered as an effective strategy to reach these new targets.
In this regard, the questionnaire includes questions such as:
-Why did Altromercato decide to go mainstream to distribute its products?
-What percentage of the annual turnover corresponds to mainstream distribution
channels?
-How does Altromercato transmit the need of using traditional channels?
-How does Altromercato use these mainstream channels to attract new consumers to the
worldshops?
-When working with mainstream channels, is there any imposed condition from
Altromercato´s side, or theirs?
5.2.3.2 Place as communication channels
Worldshops. Rinaldi (2007) sustains that worldshop´s main goal is not only to sell
(distribute), but more importantly, they raise awareness and, keep a relationship with
committed consumers. Based on the approaches mentioned by Kotler et al. (2002), the
worldshops might correspond to both selective and personal communication approaches.
Questions in this respect are:
-How does Altromercato make use of the worldshops to communicate the message of fair
trade?
-Does Altromercato make use of personal selling (paid agents and volunteers)? What is
the importance of those? How does Altromercato manage to train them?

5.2.4 The Promotion
Given that this element deals with both communication channels and the message to be
transmitted through those channels; the section of promotion, hence, explores the
communication channels, and the content of the message.
Other communication channels. Aside from worldshops, Altromercato might make use of
a number of different channels to transmit the message. At this point, it is relevant to
explore how these media are used regarding the three mentioned approaches e.g. mass,
selective, personal media. Thus, the following questions are formulated:
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-Apart from the worldshops, could you name the main communication channels used to
promote Altromercato products?
-What is the main scope of using specific types of channels?
-How to attract the media to give coverage to Altromercato’s activities?
The message. Particularly, in issues like fair trade where the benefits cannot be observed
directly, the message plays a crucial role so as to build a certain level of trust for the
consumers (Becchetti et al., 2008). It was stated in the theoretical framework that an
effective message must be consistent with the consumer´s ethical perceptions and values.
The way the message is to be perceived varies according to the levels of awareness and,
involvement consumer holds towards fair trade products. Additionally, a message might
be rationally, emotionally and/or morally framed. Nevertheless, regardless how the
message is framed, it should transmit realism. If receivers perceive that the message
content is realistic, they are more likely to accept the message (Austin et al., 1999).
In this part, the objective of exploring the content of the message is twofold: i) identify the
framework used by Altromercato-rational, emotional, moral, or a combination of these, to
build stories and narratives; and ii) recognize if Altromercato is consistent with the
individuals´ stages of change, when designing its message. The latter focuses on the
message being purely informative (precontemplation); selectively informative and
persuasive (contemplation); and/or, reinforcing (action and maintenance). Consequently,
the questions try to explore:
-How does the message transmit the living conditions of producers in a realistic way?
-How does the message transmit realistic benefits for both consumers and producers?
-Under which situation does Altromercato
rational/emotional/moral framework?

build

a

message

with

a

5.2.5 The Markets: Segmentation
At last, the Marketing Planning System includes market segmentation; ultimately, the
whole marketing mix, channel selection and message design revolves around the audience.
As explained in the theoretical chapter, Kotler and Zaltman classified the audience into
four levels e.g. primary, secondary, tertiary and miscellaneous. Given that the
investigation has focused on consumer´s perception of the message as well as on how they
share and build meaning of the message with their closer social group, primary and
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secondary levels are considered; tertiary and miscellaneous target markets will not be
covered in the questions. The purpose is to analyze how Altromercato works directly with
the consumer and, how such consumption influences potential consumers.
Furthermore, it is expected that Altromercato receives feedback and incorporates it to the
message. The feedback would also allow recognizing whether the consumers are involved
with the product, the ethical meaning of fair trade, or both (Benzecon et al., 2007). The
questions are as follows:
-What would be a description of the Altromercato´s typical consumer?
-On which variables does Altromercato base its segmentation process e.g. demographic,
psychographic, behaviorist?
-How does Altromercato deal with different segment profiles? Do the strategies vary
according to each of them?
-Has Altromercato recognized some values which the targeted markets are sharing? If so,
which values?
-According to your opinion, which are the main obstacles regarded by consumers that
may hinder the consumption of Altromercato products?
-How does Altromercato get feedback from its costumers?
-From the feedback, is it possible to realize if consumers are involved with products
(quality), with the ethical augmentations, or with both?
-How does Altromercato integrate the feedback to the content of the message?

Lastly, “the global trend is that fair trade consumers are middle-aged, affluent and degreeeducated woman” However it has been shown that younger people’s awareness is
growing; for instances, it is seen in campaigns organized in some European university
campuses (Nicholls et al., 2005).
-Is that the case in Italy? How are you approaching to them?

5.3 Complementary Marketing Tools
Earlier in the theoretical chapter, it was stated that marketing mix and segmentation
processes are not the only conventional marketing tools useful for practitioners of social
marketing. Other conventional marketing tools introduced in this investigation were
competition, positioning and branding. Therefore, the interview will also include
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questions in respect of these three conventional marketing notions. First, competitive
factors mentioned in the analysis of the environment –above presented, also aimed at
covering this tool. Second, regarding positioning, the literature sustains that an
organization should base its positioning on a differentiated advantage of the offering and,
that such differentiation has two objectives: justify the price, and meet specific
requirements of the audience (Fine, 1981). Justification of the price is an objective which
has been already mentioned in the questions above; and, the needs of the audience were
included in the section of the target market.
Having said this, branding is the notion still requiring attention; hence, the scope of the
following questions is to identify how Altromercato works out its branding in terms of its
functionability (practical benefits), its personality (products´ values matching people´s
lifestyle), and finally, its relationship with consumers.
-Why did Altromercato decide to have its own brand?
-What have been the advantages and disadvantages of holding a brand?
-How does Altromercato use its brand to raise awareness?
-How does the Altromercato brand communicate premium quality and unique taste linked
to “the good job of small producers” (functionality: practical benefits)?
-How does Altromercato brand help to emphasize the values of fair trade (personality of
the brand in line with people´s lifestyle)?
-How does Altromercato brand evoke consumers to develop links with its brand
(relationship with consumers)?
-How does Altromercato use its brand to communicate the ethical reputation of
Altromercato (its practices affecting the supply chain)?

Before concluding this chapter, it is relevant to mention that the analysis of this interview
will be presented in the following chapter. The sixth chapter also includes the results and
analysis of the interviews to the representatives of the worldshops and to the young
audience, as well as the observation executed in the stores.
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6. RESULTS AND ANALYSIS
The conduction of all the semi-structured interviews, as well as the application of the
observation guide produced the information being exposed in this chapter, which is
divided in four sections: Altromercato and its social marketing planning system;
worldshop and its roles in product distribution and in the exchange of values; the results
of observing the worldhsops; and, young audience´s perceptions and associations with
Altromercato. Each of the sections presents, simultaneously, the results and the analysis
done in accordance to the literature supporting this investigation.

6.1 Altromercato and its Social Marketing Planning System
This section presents the analysis of the information obtained from the interview
conducted to the Marketing Manager of Altromercato on January 18 of 2011, taking place
at the main offices of the Organization, located in Verona, Italy.
As it was explained in the chapter describing the methodology, a semi-structured
interview was designed guided by the Social Marketing Planning System created by
Kotler and Zaltman. As described, the system introduces the importance of the
environment surrounding any commercial or social offering; in this respect, the
environment could affect the four elements taken into account within the model: i) the
change agent, ii) the planning variables, iii) the channels and, iv) the market segments. As
follows, the results of the analysis of the interview are shown following the structure of
the mentioned system.

6.1.1The Change Agent: Altromercato
As a change agent, Altromercato acts as both a research and a planning unit. The former
role is presented in the next paragraphs, where it is explained how some factors of the
environment have an impact on the actions of this Organization. After that, the second
role -the planning unit- is introduced by describing how Altromercato works out its
marketing mix.

Altromercato and its Environment: factors to be considered
As a research unit, the organization collects information about the political, competitive,
cultural and economic factors of the Italian reality, so as to better fit in the current social
context.
As far as political environment concerns, Altromercato is taking into consideration these
factors from a local point of view, rather than focusing on national or supranational levels.
Although the Organization is informed about how the European Parliament is dealing
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with fair trade issues, it was communicated that that Altromercato´s mission is not
significantly affected by the current discussions among the parliamentarians. On the other
hand, the Organization expects that regional and local efforts -aimed at supporting fair
trade- have a more direct impact on the actions of Altromercato. As noted during the
interview, the economic crisis has reduced the resources allocated to fair trade by local
and regional governments; in spite of this, Altromercato continues its efforts to build
cooperation with the municipalities of various cities. In the website of the Organization, it
was learned that the Organization holds campaigns to encourage local and regional
governments to support fair trade through public procurement6.
The analysis of competitive factors was based on the fact that competition in social
marketing is not only about other non for profit organizations offering similar
products/services; but, behaviors opposing those ones being induced are also regarded as
competitors (Grier et al., 2005). In this respect, the interview intended to explore both
other organizations promoting fair trade in Italy and, other types of consumption
behavior supporting social development i.e. helping local producers. On one hand, since
other Italian organizations supplying fair trade products are few and small, their presence
does not seem to be an obstacle for Altromercato. On the other hand, local products do
represent a potential competitor for Altromercato products. It was explained that more
and more politicians are giving strong emphasis to encourage the consumption of local
products as a way to support the local economy; consequently, consumers interested in
issues where public attention is centered, might be prone to give their back to fair trade.
From the cultural point of view, Altromercato is profited by the fact that the Italian
society has been influenced, along its history, by the church and by left wing parties.
These “two subcultures” –as labeled by the interviewee- might encourage Italians to
support fair trade. On one hand, the testimony of missionaries might have caused that
people developed the need to feel closer to those in the other side of the world. On the
other hand, leftists -and those who share their values- have been moved by a sense of
collectively fight the injustice suffered by those from the so called “third world”. The
motivation to help others seems, therefore, to be intrinsic in the Italian culture. However,
the interviewee mention that it seems contradictory that, even under the presence of these
two subcultures, their influence might not have been strong enough; as a result, nowadays
the average Italian conceives “private beneficence” as the most appropriate way to help
others. In this context, Altromercato wants to fight the idea that buying fair trade means
beneficence in which “the other wins”; rather, the core message of Altromercato is that fair
trade is an act of mutual cooperation, in which “we all win”. The characteristics of the
Italian society are to be considered as a fertile soil in which a better fair trade system can
be
developed.

6

http://www.altromercato.it/en/solidarity-catering/solidarity-credit/view?set_language=en
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Lastly, referring to the economic factor, it was stated that the economic crises -reflected
on households financial problems- has reduced the consumption of non-food Altromercato
products, but it has not had a negative impact on the consumption of food products.
According to Altromercato figures7, food products consumption has showed a stable trend
during the last years.

6.1.2 The Planning Variables: The Marketing Mix of Altromercato
6.1.2.1 The Product
Social products are defined as those products holding a set of issues or values that might
determine purchase decision; furthermore, issues like environmental impacts, animal
welfare, working conditions, and fair pricing, are becoming important instrument to judge
social products or offerings (Crane, 2001). Being consistent with that definition, it can be
argued that Altromercato products belong to the categorization of social products,
because they, as described by our interviewee, are products that guarantee a social gain,
namely engaging with Altromercato implies that not only producers, but also consumers
and the environment are benefited.
Going into detail in the product analysis, Kotler (1984) and Levitt (1980 In: Crane, 2001)
pointed out that products can be explored in three levels: the expected, the core and, the
augmented product. The expected product is the basic physical product (packaging,
features, brand name, logo) which give signals of the benefits; the core product refers to
the main benefit perceived by the individual when consuming it; finally, the augmented
product corresponds to the extra advantages perceived by the consumer (Levitt, 1980 In:
Crane, 2001; Kotler, 1984). During this exploration, it has been found that Altromercato
presents the expected product by using an original package holding a black and white
logo -not centrally located- to present its product i.e. the physical attributes (see figure 9).
Additionally, the package includes information about the origin of the product, as well as
about the ingredients or the raw material used for production. It is worth noting that the
package has also the function of presenting the augmented product, this is achieved by
including the web site of the Organization; through the link, Altromercato evokes
consumers to get further information not only about the product, but also about the
producers and the projects of the Organization. So, through the physical presentation of
the package, it is likely that the relationship between consumers and producers gets
initiated. In other words, the expected product makes already explicit the added social
value.

7

Altromercato Annual Report 2006 - 2007
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Black and White logo, not centrally placed
Figure 9. Altromercato packaging of two products (Source: Altromercato, used with permission)

Aiming at presenting the second level, Altromercato works out the core product by
communicating the quality of its products. The Organization invests resources to make
the consumer understand the taste difference, so they are able to understand why
Altromercato products hold a higher quality. For instances, the organization is aware that
switching to a different variety of coffee requires educating consumers and their palate to
a new flavor; and, that is something Altromercato is doing through permanent
educational campaigns. It was informed that these campaigns have had positive results;
according to the interviewee, the market studies of independent marketing organizations
have provided results which demonstrate that people recognize the high quality and good
taste of its social offering. Furthermore, given that Altromercato is not only about
consumable products from the physical point of view, but it is also about consumable
campaigns that fight the injustice of the trade system; Altromercato claims that young
people -as important consumers of these campaigns- identify themselves with these
actions and, attach a sense of quality to these social products. It is claimed, therefore, that
young people are also recognizing the core product.
Regarding the third level, Crane (2001) mentions that ethical augmentations should not
only focus on the product level, but also on the marketing level (ways of promoting the
product and informing the consumers), the corporate level (ethical reputation of the firm
which refers to the practices affecting its internal and external environment) and, on the
country level (judging the product due to the country of origin). As mentioned above, the
augmented product is made valid by including in the package some brief information
about the producers and the positive impact on them. Moreover, adding the link of the
website on the package, allows that the consumer obtains complete information about the
product, the country of origin, the producers, and Altromercato itself; furthermore, the
consumer gets informed about the impact of that the projects have on the lives of the
producers and on their communities. The transmitted added value does not purely reflect
the social benefits for third parties, it also transmits the psychological wellbeing a person
experiences when consuming these products. The latter may be derived from the
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possibility offered to consumers to get to meet the producers face to face, and to the
opportunity to participate in social campaigns; finally, extra personal benefits can be
derived from the feeling of getting closer to a different culture of the other part of the
world. All these actions correspond to the ethical commitment of Altromercato, rather
than
to,
simply,
building
an
“ethical
reputation”8.
Finally, it was asked whether the audience of Altromercato is more involved with the
product itself (core or expected product) or with the augmented product. In this respect,
Altromercato realizes that the behavior of consumers is changing. Back in time, when fair
trade consumption started, people used to be more involved with the augmented value of
the product, namely consumers were careless about the practicability of the product, and
the quality of it. The main motivation to acquire social products was their ethical
motivation. Nowadays, even the more committed consumers regard quality, presentation,
and usefulness of the product as the main determinants for their selection. This is realized
by Altromercato when analyzing people´s willingness to pay for Altromercato products,
which according to the Organization, is diminishing; “when consumers do not recognize
any quality difference between regular and social products, they ask themselves why they
should consume fair trade products”. This fact is supported by Maietta (2003) who
sustains that Italian consumers are interested in fair trade products due to quality at first;
and then, due to solidarity and equity reasons.
As a result, it is crucial for the Organization to communicate that its products hold a high
quality. For this, slogans such as “with this purchase, everybody wins” has been used to
increase the willingness to pay a price which is fair for both consumers and producers.

6.1.2.2 The Price
This variable refers to the cost that the consumer accepts to pay in order to consume a
product (Kotler and Zaltman, 1971). Exchange theory, included in the theoretical
framework, sustains that the price does not only refer to monetary costs -the value of the
economic transaction as such, but the price contemplates all other possible costs
(opportunity costs, energy spent, psychical and psychological costs).
In the context of this investigation, transaction costs mentioned by Altromercato refer
not only to the price of the products, but to the location of the worldshops and to the
accessibility to those. It was recognized that if consumers are busy with their job and
8

The term “ethical reputation” was not positively taken by our interviewee, who claimed that Altromercato
does not need to build a reputation; rather they hold an “ethical commitment” that has characterized the
Organization along the years.
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family, the efforts of visiting a shop are heavily felt. Altromercato is working on making
more accessible the stores to the consumers i.e. choosing more strategic locations when
possible. Additionally, the decision of selling the products through the mainstream
channels was meant to reduce the consumer’s costs related to transportation and time.
The accessibility-aspect of place will be further discussed in the section of channels.
Moreover, the Organization recognizes that it is important for consumers to get an
overview about the prices, and understand the reason why the prices of the products, they
are consuming, are high. In this context, prices are justified through both the personal and
the social benefits. The former can be translated into the high quality of the product,
which can be perceived by the taste of the food and, by the durability and practicability of
the non food products. Whereas the social benefits -fair prices for producers and,
therefore, social development for their communities- are communicated through the
package, information found in the stores, the web site, and the testimony of some
producers9. The aim is to make clear that all efforts are outweighed by the benefits for
both consumers and producers. As sustained during the interview, the mantra of
Altromercato is “with fair trade, everybody wins”, which is meant to communicate that the
consumer is not giving away money, or purely doing charity; rather this mantra attempts
to transmit that the consumer gets also benefited in those acts of exchange, through the
consumption of high quality products. This will identify the exchange as mixed, since
Altromercato expects that the consumers engage in both the utilitarian (high quality and
tasty products) as well as the symbolic (social and psychological wellbeing) exchanges.
Lastly, in order to make more transparent the actions of Altromercato, the calculation of
the prices are accountable to the public in the website of the Organization, as well as on
the web of Agices10, the Italian organization in charge of doing the follow up of the price
setting. This process of accountability increases the credibility of Altromercato, reducing
the costs related to lack of information, and even lack of trust. The tool, known
as “price transparency”, shows how the various costs of products are broken down; such
division of the price into percentages informs consumer about how the money she/he is
paying is allocated to the different participants in the production-consumption process
behind any purchase. As an example, figure 10 depicts “price transparency” of the product
coffee,
revealing the
fair
price received by producers,
the intermediate

9

The testimony of the producers can be read in the website of the Altromercato. Additionally, the
testimony is shared directly to consumers; in many cases Altromercato offers financial support to the
producers for their trips to Italy.
10

AGICES (Assemblea Generale Italiana del Commercio Equo e Solidale) groups Italian fair trade
Organizations.
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costs (transport, duties,
taxes)
and,
contributions to cover the costs of Altromercato and the worldshops11.

the

Figure 10. Price Transparency (Source: Altromercato, used with permission)

6.1.2.3 Promotion and Place
Although the model of Kotler and Zaltman suggests that the variables of place and
promotion should continue the analysis, it has been considered more practical to include
these two variables within the section of channels (see below). Whereas promotion is an
activity per se, given that it makes use of various communication channels to achieve its
scope; on its side, place has been considered as a distribution channel, but also as a
communication channel in which promotion is a determinant element. Consequently,
these two variables of the marketing mix will be analyzed within the section of channels
as follows.

6.1.3 The Channels
Moving forward within the analysis, the model suggests that the change agent should
identify the major communication channels. However, the model has been subject to a
slight change; distribution channels were added in order to complement the efforts of
reaching the audience in a more comprehensive manner. Communication channels refer to
the promotion of the social product or offering, while distribution channels are connected
to the physical location in which the social product is consumed.

11

The figure corresponds to the price of the product coffee, and it makes explicit that: 18% covers the costs
of Altromercato, 43% covers the worldshop, 8% correspond to transportation costs and, 31% is received by
the producer. Downloaded from http://www.altromercato.it/it/archivio_news/listino_lug08
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6.1.3.1 Communication Channels and Promotion
As it was stated in the theoretical section, promotion has been used as a way to stimulate
consumption for the first time or, at encouraging a repetition of consumption (Fill, 2005).
Moreover, promotion can be done in three approaches: mass, selective and personal.
Altromercato makes use of the three approaches of this variable in order to present its
social offering to a broader audience, and raise public awareness about its existence,
mission and, its social impact. Regarding mass promotion, Altromercato is making use of
i) a combination of mass media i.e. television and newspaper; ii) mainstream distribution
channels i.e. mainly supermarkets; and, iii) the distribution of informative printed
materials in public events. In respect to the first aspect, some scholars claim that the use
of television –in particular-but also, of newspapers is not desirable due to the high costs.
Being aware of that, Altromercato´s public relations department has built tight bonds
with journalists who are permanently interested in keeping track of the activities of the
Organization; such efforts allow that the Organization does make use of these means,
avoiding high costs. Apart from television and radio, the internet is used to reach the
general public; since the link of the web site is included in the brochures and on the
package of the products, the public can visit the site and get the needed information.
Lastly, the Organization expects to reach a wider audience by placing information on the
shelves of supermarkets, as well as by distributing informative brochures in public events,
constantly.
In order to get closer to the public, who has already started to get interested in the
consumption of Altromercato products, a selective communication approach is needed.
This approach is done first, through the banners and images located inside the store, and
the brochures and leaflets distributed in the worldshops. A second communication
medium is the internet; in Altromercato Annual Report (2009-2010), it is stated that
according to recent research, digital and on line media has proved to be channels strongly
used by its consumers. Therefore, Altromercato is investing resources to use digital and
online media i.e. on line forums, blogs. Finally, personal selling is aimed at reaching
consumers, selectively. The latter, as stated in the model of Kotler and Zaltman, is an
important channel of communication. It was clearly affirmed in the interview that
volunteers and workers in the worldshops are important actors in the transmission of the
message of Altromercato. Therefore, in order to make more efficient this personal selling
(not only of products, but also of the concept of fair trade practiced by Altromercato and
the meaning behind the product purchasing), the staff gets trained and knowledgeable
about the actions of Altromercato and their social impact.
Personal approach is done via the worldshops. The spirit of the worldshops is to keep
people together; then, encouraging interactions between staff-consumers, and consumersconsumers is desirable. The objectives of those interactions are twofold: first, they
motivate consumers to get closer to the people (staff and other consumers) so as to enrich
the movement via discussions and suggestions; second, interactions allow consumers to
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enroll directly in activities aimed at reinforcing their commitment with fair trade. Another
way of working with the personal approach refers to the incentives offered to consumers
who have become partners of the worldshop; for instances, special invitations to
participate in debates encourage committed consumers to keep visiting the shop. Also,
invitations to get to know and talk to Southern producers visiting Italy and, joining
courses of fair cooking –using fairly traded ingredients, represent a set of activities aimed
at reinforcing the relationship between the Organization and its consumers.
In general, some of the promotional activities mentioned in the interview are executed
through the following channels of communication:
-

-

Television and newspapers: programs broadcasted and articles published.
Supermarkets: placing information on the shelves of a special section assigned to
Altromercato products.
Printed material i.e. brochures and leaflets: distribution in public events and in the
worldshops.
Banners and pictures: to be placed in the worldshop.
Altromercato´s web site: including detailed information about the Organization,
the producers, the products, the projects, the activities organized for the public, the
events going on, and also proposing blogs and forums for discussions.
Personal selling: providing general and in-depth information.
Worldshops: Altromercato provides every shop with recommendations about the
store layout. The organization also discourages the use of commercial promotions
i.e. discounts or other activities such as “two for three”; nonetheless, every
worldshop has a degree of autonomy, so they can adapt their strategies according
to what they consider is more appropriate for the local consumers.

At last, regarding promotion for special targets, Altromercato realizes that youngsters
represent a challenge. According to the interviewee, Altromercato have been making
significant efforts to gain the attention of young people to get them involved with the
consumption of its physical products. Aside from supermarkets, it has been considered
appropriate to adapt the worldshops, so that these places become effective
communication channels to reach youngsters. To be more specific, during the
interview, it was mentioned that the Organization will be opening new stores fitting
youngsters´ fashion style. It is planned that the store will be designed in such way that
it is attractive for youngsters; thus, it will offer personal products such as clothing and
accessories, as well as food products e.g. snacks for parties, soft drinks which should be
trendy and affordable. The promotion of such products would highlight the quality,
without losing focus on the social impact of the purchase.
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6.1.3.1.1 The content of the message being promoted
Promotion is not only about the selection of the proper channels to communicate the
mission and actions of an organization; it is also about designing a message that reaches
and persuades the public. In this section, the objective of exploring the content of the
message is identify the framework used by Altromercato-rational, emotional, moral, or a
combination of these, to build stories and narratives. Complementarily, it is fundamental to
investigate whether Altromercato receives feedback from the audience, and how the
Organization deals with it.
Lack of information hinders consumption. Therefore, Altromercato recognizes that
consumers will not be encouraged to consume if they do not know as much as possible
about the costs and the benefits perceived by consumers themselves and, by the producers.
Besides, consumers feel discouraged if they ignore the specificities about the product i.e.
reasons behind a difference in taste, the use of particular raw materials to produce it, the
elaboration techniques, and the like. Then, the way the message is elaborated is a crucial
element to reach the public with the information needed. According to the analysis of the
message transmitted by Altromercato and presented in the worldshops, it can be stated
that the message of Altromercato has mainly a rational content and, in a lower degree, an
emotional and a moral content.
Rational content is reflected in the fact that Altromercato mentions the reality of both
traditional and fair trade markets. By explaining how the actors of the production chain in
both realities work, the consumer is invited to make a rational choice. If consumers are
informed that the price they are paying for regular products covers mainly the
intermediaries rather than the producers, it also reduces consumer´s overall benefits.
Since the final price is not representing the actual effort of production, but only the
strategy of those intermediaries, consumers might feel that they are being cheated; under
such situation “mainly intermediaries win”. The scope of the rational message is that
consumers understand and belief that with fair trade “everybody wins”. The message
encourages consumers to reflect about the kind of actions they can do to make possible a
fairer world for all. Furthermore, the message has a subtle emotional content; the
message tells about the precarious living conditions of the producers and their families.
The message is emotionally appealing through the images and testimonies presented;
thus, the message invites people to become protagonists of change. Both, emotional and
rational messages make implicit the moral duty of helping others; therefore, a moral
content is also part of the message.
Furthermore, building and restructuring the message requires that the change agent
makes use of feedback to redefine it; this action will ensure the effectiveness of the
communication process (Windahl et al., 1992). In this line, Altromercato sustains that it is
it is not hard to keep in contact with their committed consumers. The interviewee
sustained that Altromercato´s consumers are frequent visitors of the worldshops, actively
participate in virtual forums or blogs and, communicate their concerns via-mail; all this
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facilitates the task of getting feedback. Worldshops, internet and focus groups are the
main ways used by the Organization to get feedback from the consumers. First,
worldshops are regarded by Altromercato as the most effective channel to get feedback.
Altromercato realizes that consumers use personal interaction with the staff of the
worldshops; it was stated that consumers communicate their doubts to the staff and,
express their discomfort about specific products or activities. The second way of receiving
feedback is the internet, consumers communicate with other consumers through their
participation in blogs, and keep contact with the organization through e-mail; mainly they
ask the Organization for further information about specific projects and events. In
addition, consumers complain when they do not believe that a product fulfills their
expectations. Thirdly, focus groups offer similar results, participants communicate their
impressions about the organization and the products. In sum, these three are practical
mechanisms to realize if a given communication strategy has failed, or why a given
product is not well accepted.
The interviewee expressed that most of the feedback has been positive. Nevertheless,
when a negative response arrives, Altromercato tries to incorporate explanations to those
discomforts in its communication activities, or makes the necessary change to adapt to the
requirements of the audience, provided that those are consistent with the mission of the
Organization. It is expected that the feedback received helps to redesign the message.

6.1.3.2 Place as distribution and communication channels
As stated by Kotler and Zaltman (1971, p. 9), the designing and planning of places should
correspond to the action of “arranging for accessible outlets which permit the translations
from motivations to actions”. Taking those words and applying them to the context of
Altromercato, implies that increasing consumers´ motivations requires the setting up of
places that not only exhibit a product as such, but more importantly, communicate the
values that the product holds. In this respect, Altromercato makes use of special shops
(worldshops) as well as of supermarkets to make its social offering better communicated
and more accessible.
Originally, Altromercato regarded worldshops as the main points to sale and to transmit
the message of fair trade; in other words, those shops are places that not only distribute,
but also communicate. Consequently, worldshops are crucial to keep alive the spirit of fair
trade. The communicative characteristic of worldshops makes these places unique, where
not only informative material is presented, but also social interactions occur. For the
latter to happen, Altromercato makes sure that the staff (permanent workers and
volunteers) gets knowledgeable about fair trade and the Organization itself; personal
selling is, therefore, an important channel of communication aimed at transmitting the
core mission of Altromercato. Lastly, worldshops are meant to be spaces of interaction
among consumers, where they can have the opportunity to share ideas and, in this way,
enrich the movement.
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Regarding distribution channels, the literature suggests that the more accessible the
places are, the higher the possibility to attract more consumers, and to maintain client´s
loyalty. Distribution channels should be accessible so as to increase public´s rate of
response; accessibility allows people to perceive that the offering is close to them, it also
offers consumers the certainty that they will obtain what they are looking for (Fine,
1981). Given that social products are more than physical objects, accessibility does not
only refer to finding a particular assortment, it also should guarantee that consumers will
find the augmented value of the social offering e.g. information about the personal and
social benefits. So as to make worldshops and its social products more accessible, the
interviewee expressed that Altromercato is permanently making efforts not only to
increase the number of worldshops, but to provide the worldshops with enough
informative material and, to locate the shops in strategic places so that the consumer
reduces transportation, time and energy costs required to reaching them. Regarding sales
rates, worldshops are responsible for approximately 57% of the annual total sales12, which
means that they are strategic places that accomplish the mission of keeping sales high. In
sum, Altromercato is permanently aiming that the worldshops have a strategic location,
an appropriate design and, a well informed staff.

Figure 11. Store layout of a Bottega del Mondo -Altromercato’s worldshop
(Source: Altromercato, used with permission)

Nonetheless, worldshops are not the only places to access to Altromercato products.
During the interview, it was corroborated that the members of the Organization went
through internal discussions and debates so as to, finally, reach the decision of going
12

Altromercato Annual Report (2006-2007)
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mainstream. As a result, supermarkets were chosen as physical places to distribute the
products to a broader audience. As explained by the representative of Altromercato, the
decision to go mainstream was not easy; however, the need to get closer to potential
consumers, but also to those already committed, but lacked the time to visit the
worldshop, was a strong and valuable argument. These commercial channels are
therefore, places aimed at increasing the sales and, reminding consumers about the
existence of these social products; in such a way, people can always have the possibility to
make a more responsible shopping. According to Altromercato’s annual report (20082009), supermarkets are responsible for ca. 12% of the total annual sales. Regarding the
strategy for supermarkets, it is desired that Altromercato products are to be located in a
special location and, it is expected that special signage -explaining the social purpose and
country of origin- is placed on the shelves. Lastly, the prices found in the supermarkets
should be equal to the ones found in the worldshops. The latter are just recommendations
made by Altromercato to the supermarket managers, since forcing them would go against
free market dynamics, as it was explained by the interviewee.
Although other distribution channels were not mentioned in the interview, the Annual
Report (2008-2009) mentions that other places have been used to increase the accessibility
of the products, among them: bio shops, small food retailers, restaurants and cafes, and
public catering. All these channels are responsible for the remaining 30% of the total sales.

6.1.4 The Markets: Segmentation
“For Altromercato, the consumer is not simply a purchaser of a product; he/she is a
fundamental part of a network of relationships supported by exchange of information,
meetings, stories of producers, and awareness raising activities. In short, the consumer is a
protagonist of the movement”13 (Altromercato Report 2006-2007 )

Although the audience appears at the end of the model, it does not mean that the audience
is a minor element in the planning system. On the contrary, the whole marketing mix and
selection of channels revolve around the consumer as a significant actor of those processes
(Fine, 1981). As suggested by Kotler et al. (2002), for any integrated marketing planning
system to be successfully completed, it is crucial to take the time to know the target
audience; by doing that, it is possible to reach established objectives of behavior change.
The process known as ‘segmentation’ aims at getting as much information as possible
about the target group. Segmentation has been defined as the division of the whole market
into diverse groups, each of them share common characteristics and are supposed to
respond similarly to marketing actions (Fill, 2005).

13

Translation done by the author
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In their model, Kotler and Zaltman (1971) have introduced four levels of target markets,
namely the primary, secondary, tertiary and miscellaneous target markets (for definitions
refer to the theoretical section, chapter three). From the information obtained in the
interview, it could be posited that the Organization focuses its marketing mix mainly on
primary and secondary markets. Altromercato´s primary market, namely those consumers
who represent the largest share consumption, is composed by those people who already
consume the product, either buying the products, supporting the movement via their
participation in the activities organized by Altromercato or, both. Moreover, as mentioned
before, the Organization regards word of mouth as an important mechanism to make
more consumers aware about fair trade and, feel encourage to get deeper information as
well as to consume Altromercato´s social offering. The latter supports the fact that
secondary market represents another group towards which Altromercato directs its
efforts. In this case, family, friends, and work colleagues are regarded as strong
influencers on potential consumers; therefore, the interactions among them are of high
interest for Altromercato.
Tertiary and miscellaneous markets are not the main focus for Altromercato; however, it
should be stated that collaboration with other actors i.e. volunteers, the church, the
government and, academic institutions, are considered important elements which -if
becoming consumers and supporters of Altromercato´s social offering- can assist to better
spread fair trade among the Italian society. Due to this importance, Altromercato is
permanently doing efforts in order to establish links with local governments and
schools.14
As explained above, Altromercato has targeted its audience in two levels, primary and
secondary. In order to develop its markets segments, these two audiences might
correspond to different demographic, psychographic and behaviorist variables. In the case
of Altromercato, demographic variables regard the fact that most consumers are educated
women ranging from 35 to 50 years old; psychographic variables describe consumers as
travelers and culturally open. Finally, behaviorist variables refer to the attitudes of the
Italian society towards social and environmental sustainability; they also refer to the
constant use of Altromercato´s offering i.e. product, debates, events, on-line forums. A
point that should be highlighted is that Altromercato perceives that a large majority of
the Italian society is increasing concern on sustainability issues. As a result, the
organization has realized that there is the need to send the message that fair trade
corresponds to the issue of sustainability; the scope is that supporters of these ideas
connect these two concepts, and start participating actively in fair trade.
After developing the market segments, it is possible to go further and create the target
profiles. In the case of the audience of Altromercato, two profiles might emerge from the
analysis of the characteristics of its segments. The first one corresponds to those highly
14
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educated women in their forties to fifties, open to new cultures, and concerned about social
and environmental sustainability. Such profile matches with the primary segment. A
second profile includes men and women from twenty to sixty years old, who are also
concerned about sustainability issues. This is a profile which might match both the
primary and the secondary market, in the sense that it includes consumers, possible
influencers and potential consumers. The latter group is presented further on this section.

Dealing with different segment profiles
The literature sustains that the Organization should create a strategy to target the
audience according to the creation of profiles. Given that Altromercato deals with
different segments, the Organization has realized that a differentiated marketing15
strategy is needed. Namely, the offering is designed upon the characteristics of these
segments.
Although the core message (the social offering) does not change, Altromercato has
realized that the marketing strategy for those who consume (action and maintaining
stage) and those who might do it (pre-contemplation and contemplation), should be
designed differently. Therefore, Altromercato has identified the group of committed
consumers, described as those who are active consumers and participants of the events
and discussions; in other words they belong to the action and maintenance stage (primary
market and first profile). Also, there are those potential consumers, such as the young
people; but also some adults whose priorities are not necessarily linked to the core of fair
trade; these ones are on the stages of pre-contemplation and contemplation (second
profile). Given the identified differences, the offering is promoted, according to the
characteristics of each group, by i) focusing on the content of the message and, ii)
presenting different activities to engage them with the social offering.
The content of the message, as explained in detail above, may vary from rational to
emotional and, to moral; and, should fit the requirements that the audience -belonging to
different stages of change- may hold. Potential consumers (pre contemplators and
contemplators) need to receive information; nonetheless, such information should not be
content loaded, rather this audience is interested in getting to know the costs and benefits
of the social offering. In other words, the message for (pre) contemplators is informative
and persuasive i.e. moderate rational content. For that reason, Altromercato
communicates what fair trade is, what the Organization does, the cost and benefits for the
participants in the fair trade chain; in addition, the Organization communicates that the
consumer is also a winner and, explains how she/he is benefited. Moreover, rationality is
combined with a strong emotional content. Consumers, at the (pre) contemplation stage,
15

The other three strategic choices to target markets are: undifferentiated, concentrated and mass
costumization (refer to the theoretical section, chapter three).
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feel attracted by the use of emotional appealing images, which should call their attention
as new visitors and, invite them to do something to help improving producers’ living
conditions. In sum, the message for (pre) contemplators is guided by a mix appeal.
Regarding the activities offered, it was communicated that the strategies for those people
being at the (pre) contemplation stage are mainly the dynamics happening in the
supermarkets, since these ones are considered as engaging places that allow a first
approach to the products. Also, it is expected that the information provided at public
events spread the message of the Organization. Finally, aiming at attracting the attention
of new consumers, Altromercato is planning a different style of arranging the shops,
which will also be offering products consistent to the preferences of this segment.
On the other hand, committed consumers (those in the action and maintenance stage)
have the need for in-depth information about the producers and the impacts that
consuming fair trade is having on them i.e. strong rational content- as a result,
Altromercato adds force to the involvement of committed consumers through debates and
discussions, as well as through the distribution of newsletters to them. Detailed
information about the real effects of their purchases as well as the possibility to participate
in discussions and debates, are reinforcing mechanisms aimed at keeping the loyalty of
consumers.
Complementarily, messages which emphasize the quality of the product i.e. rational
content- are meant to be present when communicating with all stages. Last but not least,
the moral content is implicit in all stages of the communication process; the moral duty of
helping others to improve their lives seems to be a constant in the message of
Altromercato either by providing exhaustive information or, by appealing at the emotions
of consumers.

Up to this point, the model of Kotler and Zaltman has been used to analyze how
Altromercato i) makes use of the information about the Italian environment to build its
marketing planning system; ii) works out the four variables of the marketing mix; and iii)
segments and deals with its target audience. Nevertheless, as Andreasen (2006) mentions
there are other marketing tools namely, competition, positioning and branding which are
necessary for the successful acceptance and adoption of social offerings. Therefore, the
analysis is complemented with the use of such marketing techniques, as follows.

6.1.5 Complementary Marketing Tools
6.1.5.1 Competition and Positioning
Regarding competition, the interview tried to explore how other Organizations offering
similar products, and how preferences for local products, could threaten Altromercato.
The Marketing Manager of Altromercato sustains that consumer´s preferences for local
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products are to be regarded as possible competitors for the general consumption of fair
trade; in contrast, other non for profit organizations making a similar offering, were
rejected as competitors -given their small share in the Italian market.
Moving forward towards the next marketing notion, positioning of products is achieved
through the achievement of two objectives i) justify the price and, ii) meet the specific
requirements of a particular market segment (Fine, 1981). Altromercato has been dealing
with both objectives given that the Organization i) holds price accountability to producers
and consumers; and, ii) approaches its different types of consumers applying different
strategies.
Additionally, the literature sustains that a strong positioning is achieved if the product
holds a set of attributes such as relative advantage, compatibility, complexity, trialability,
and observability. Relative advantage refers to the fact that the product/service is
perceived as better than others; this can be measured by economic, but also by other
factors such as social prestige, convenience and satisfaction. Altromercato works out the
relative advantage of its product by making clear the differences between the two markets,
and explaining, in comparative terms, the production chain of regular products and, of its
own products. Furthermore, making emphasis on quality is an action that communicates
the relative advantage of its product. Compatibility is regarded as the consistency of the
product/service with the norms, values, beliefs and needs of the receivers. This attribute
should be consistent with those consumers of Altromercato willing to improve their
health, help others and the environment; and, with those people starting to be concerned
about sustainability. Thirdly, complexity is the degree of difficulty to understand and
make use of a product/service; Altromercato might be trying to make its products less
complex by explaining the cultural meaning of food products, clothing and decorative
artifacts, presenting the production techniques practiced by the communities, and even by
providing cooking lessons. All these aim at allowing people to understand other people’s
realities; with this, consumers might perceive that the ‘other world’ is not so complex to
grasp, and that helping to enhance other realities is not an impossible task. The next
attribute, trialability, refers to the possibility of testing if the product/service fits the
needs of the market; the more trialable a product/service is, the lower the risk perceived
by the individuals. Altromercato practices trialability by allowing product tasting i.e. via
worldshops, exhibition stands, and cooking lessons. Lastly, observability has to do with
the visible results that come with the use of a product/service. Altromercato products can
become more observable through the taste and quality experienced, and through
acquiring knowledge on the impact of fair trade on the producers i.e. via the testimonies in
the web, and when consumers meet them.
It should be noted that, although such question as “what are the attributes of
Altromercato products?” was not asked, the researcher has interpreted the content of the
responses of the interviewee, and posits that the Organization, based on the positive
feedback in most cases, asserts holding the above mentioned attributes. Nonetheless, since
“it is the perception that affects behavior, not the attribute itself” (Howard, 1977 In: Fine,
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1981 p. 69), the present research should not take a position on the notion of Altromercato
product`s attributes because actual consumers´ perceptions of such attributes have not
been included in this study.

6.1.5.2 Branding
According to Biel (1997 In: Fill, 2005) a brand is made up of three elements. First, a brand
holds functional abilities, namely the skills which the brand holds and the practical
benefits it delivers. The second element is the personality of the brand; in this respect, Biel
claims that a brand represents particular values which can be matched to people´s
lifestyles e.g. adventurous, sportive, luxury, and so on. The third element regards the
relationship between the brand and the consumers. When individuals perceive that they
are enhanced by consuming a particular brand, they are more likely to develop
commitment to the brand, increasing the likelihood of becoming loyal to the brand.
Regarding the first element, it can be realized that through its brand, Altromercato
communicates the good taste, quality and social mission embedded in the products and the
Organization; the brand holds, therefore, the skills of communicating the practical and
augmented value of the products. In addition, the Organization chose to own a brand as a
response to the need of the producers in the South to have a fair market opportunity in the
North. In this regard, it can be argued that the functional abilities of the brand are
reflected on the establishment of a partnership with those producers; in this sense, the
brand offers practical benefits such as a mutual relationship i.e. consumer-producer, as
well as a continuous and transparent communication among the participants of the chain.
The second element, the personality of the brand, is related to the fact the brand expresses
its openness to new cultures; the brand communicates that it is adventurous, unique,
diverse and, also fun – which can be seen in organized activities such as joining fair trade
trips and excursions, learning to cook with Altromercato ingredients, and the like16.
People holding such characteristics and aiming to experience other cultures and flavors,
might identify themselves with the brand´s own personality. The third element regards
the relationship between the brand and the consumers. Altromercato´s brand
communicates to the consumers that they can also be part of the partnership, that they
can be part of the “Filiera della Solidarità (Solidarity Chain)”. Therefore, by feeling part of
the process -through product consumption and their participation in the movement-,
consumers may identify with the brand; making the consumption of fair trade part of their
lifestyle.
This section has presented how Altromercato executes its marketing planning system.
Guided by the model of Kotler and Zaltman, it has been shown that Altromercato acts as
both a research and, a planning unit. The former allows the Organization to take into
16
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account relevant factors of the Italian environment, so as to be consistent with its social
context. As a planning unit, Altromercato sets up the variables of the marketing mix,
making use of social and conventional marketing approaches. The four Ps: product, price,
promotion and place communicate both the core/expected (physical product´s attribute),
as well as the augmented product (the ethical values of Altromercato´s offering).
Additionally, this section demonstrated that Altromercato carefully selects its
communication and distribution channels to reach its audience. In this respect,
worldshops are given special emphasis since these places facilitate product accessibility.
More importantly, it is expected that worldshops communicate and allow an exchange of
value via social interactions. At last, it is revealed that Altromercato´s primary market is
composed mainly of women in their forties. Although Altromercato already recognizes
young people as significant consumers of its intangible offering i.e. campaigns and events;
there is the interest to engage the young audience with the tangible product consumption,
for this, diverse projects are being launched.
Complementary to the information above presented, the next two sections will offer the
results of two other sources of information, namely representatives of worldshops and, the
young audience.

6.2 Worldshop: its roles in product distribution and in the exchange of values
In the previous section it was stated that Altromercato claims to be constantly making
efforts to support that the worldshops have a strategic location, an appropriate design
and, a well informed staff. This section takes into account those claims and elaborates the
linkages with the marketing planning system, as it is the framework of the investigation.
As it has been shown, the model guiding this research makes strong emphasis on the
selection of channels to reach the audience properly. Along the investigation, both the
cited authors as well as the Marketing Manager of Altromercato have stated that
worldshops are places which fulfill two roles: communication and distribution.
The information presented here aims at confirming i) if the people in charge of the
worldshops are aware of the tasks these places are expected to perform; and ii) whether
they are doing the necessary efforts to accomplish those tasks. Therefore, it was
considered as a crucial factor to hold a talk with the representatives of some worldshops,
so as to have an insight of the performance of these special places. To achieve this, the
representatives of three worldshops of the cities of Bressanone, Trento and Bolzano were
interviewed during December 16, 2010; January 26, 2011, and; February 3, 2011;
respectively. Lastly, aimed at complementing the obtained information, the researcher
executed an observation in the shops after having held each interview (see section 6.3).
As can it be seen in the format of the semi-structured interview applied to the
representatives of the worldshops (see Annex I), the information to be obtained was
organized according to selected topics, such as interaction between worldshops and
Altromercato (headquarter offices), the influence of the headquarter on store layout
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decisions, staff and their role as communicators, worldshops as means of communication
and finally, consumers as receivers of the message and their interactions with others. The
results of the conducted semi-structured interview are presented as follows.

6.2.1The relationship between worldshops and Altromercato
It was decided to explore the interaction between the headquarter offices and the
worldshops since this would allow the researcher to have a first indication of whether or
not the information provided by Altromercato matches with the actions performed by the
worldshops. From the collected data, it might be posited that the relationship
headquarter-worldshop has three basic objectives i) having a pure commercial
relationship, in which Altromercato acts as the national product supplier; ii) providing
store layout advice; and, iii) offering training to the personnel.
In respect to the first objective, it was stated that a direct relationship of the worldshops
with Altromercto is made through frequent visits of the workers of the worldshops to the
headquarter; the visits aim at doing the pre-order of the products, the definitive order and,
finally the picking up of the products. However, the goal of the meetings is not purely to
cover the assortment provision activities, the second objective of this relationship is
accomplished given that Altromercato assists each worldshop with the store layout. All
representatives mentioned that they may attend courses provided by Altromercato so as
to get further knowledge on this field. They sustained that Altromercato has been
specializing on visual merchandizing; then, issues such as color selection, location of
products, allocation of shelves and spaces, and the like, are concepts that are introduced
during those training sections. However, as the representatives expressed, each store although following some fixed patterns- presents its own style and personality. For
instances, it was found out that both the shops of Bolzano and Bressanone present the
food products at the bottom of the store; it suggests consumers to pass by all the other
products so as to encourage them to select other products rather than purely food
products. The case of Trento is different, the store is much bigger, and so it offers
different sections, which occupy a significant space within the store; with such store
arrangement, consumers should feel free to visit the section they have in mind. The third
objective pursuits the enhancement of personnel´s communication and its selling
capabilities. A well trained staff -suggested by Kotler and Zaltman- obtains special
attention from the headquarter office; the representatives claimed that Altromercato offers
courses to the shops´s staff, so that they can gain the knowledge to communicate about
the products themselves and, more importantly about the social values of the products.
This part of the analysis demonstrate that the relationship between Altromercato and the
shops is mainly commercial i.e. product orders and layout suggestions. Nevertheless, such
relationship also aims to train the shops´ personnel, so that they get knowledgeable about
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fair trade and enhance their communication skills to approach consumers properly; those
trainings are particularly addressed to the permanent staff, in this respect, the volunteers
(the largest group in the stores) receive less attention. This situation may translate into
the difficulty for volunteers to approach consumers and interact with them, as will be
described later on this chapter.
6.2.2 Worldshops as Communicators
The literature states that communication may be done under three approaches: mass,
selective and personal. It has been argued that selective and personal approach can be
practiced via the worldshops; in this regard, the distribution of in-store informative
material as well as the staff´s knowledge about fair trade represents the element which
connects consumers with fair trade issues i.e. products, projects, debates, campaigns,
events, and so on. Nevertheless, mass communication approach is also useful when
promoting its existence and, keep regular visitors engaged with the stores.
The worldshops should make use of their personnel to get closer to the public and
motivate the interactions among them; when paid agents and voluntary groups make use
of in-store talks to communicate the value of the products, it is likely that these
conversations make the audience feel more attracted to the social issue (Bloom et al., 1981;
Zanasi, 2007). The latter corresponds to the personal approach of communication.
Nonetheless, making use of the physical place to distribute printed material, holding
specific information, is also regarded as an effective tool to realize a selective
communication approach. In order to find out how these worldshops carry out those
duties, the interviewer explored the roles of the staff as communicators, as well as how the
provision of informative material is done within the store.
6.2.2.1 The Staff
In order to analyze the personnel as communicators, first the staff characteristics and the
way they obtain and communicate knowledge were considered; therefore, some general
information about the number of workers (paid and volunteer staff) as well their age and
gender was inquired. Specially, the latter element is important since the age could act as
an element of identification for consumers. It was found that in general, the number of
volunteers is about twenty people per shop, whereas the paid staff ranges from one to
four. In all the shops, the cooperation of the volunteers seems to be a crucial factor for
their sustainability (Rinaldi, 2007). The average age of the volunteers in these shops -fifty
five years old- might show the need to come up with a strategy that attracts younger
volunteers. Young people tend to feel identified with young people, so volunteers in
different age group could be a mechanism to diversify the group of consumers.
Subsequently, in order to confirm the information provided by Altromercato, data on the
practices of staff training, was requested. Questions regarded both the acquisition of
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knowledge about fair trade and its benefits, as well as the actions undertaken to improve
staff´s selling skills. The representatives sustained that the training provided by
Altromercato takes place a couple of times during the year; and, that the courses are
mainly intended for the permanent staff. Afterwards, the trained staff is supposed to share
the obtained knowledge with the volunteers, and they indeed do it –as sustained by all the
interviewees. For this reason, it was stated that a continuous interaction between the paid
workers and the new/old volunteers is vital. As it has been mentioned during the
interviews, informative events organized for volunteers are important mechanisms to keep
them updated; however, since the volunteer’s turnover tends to be high, it is the daily
talks and discussions about the products and projects -between the paid staff and the
volunteers- which broaden the knowledge of the latter.
6.2.2.2 Informative material provision
Focusing on the selective approach of communication, it was expressed that the shops
place leaflets or brochures next to the cashier. This printed material is produced by
Altromercato and contains information about the products, the producers, the projects
and the Organization itself. Furthermore, the representative of one of the shops (Trento)
expressed that they are making particular efforts regarding the distribution of the written
material; one important initiative that was communicated is the placing of reading
material inside the shopping bag, so that the consumer leaves the store with a message to
share with others.
6.2.3 Other strategies to attract the audience
It was considered relevant to obtain an insight about the mechanisms the shops are using
to inform (potential) consumers about their existence i.e. strategies for (pre)
contemplators; as well as about the practices used to encourage consumers to continue
frequenting the shops i.e. strategies for those at action and maintenance stages.
Regarding the promotion of its existence in the market, the shops have been working out
strategies using a mass communication approach to let the public be aware of their
existence. In this respect, it was stated that the three worldshops try to be present in
public events; they also organize events in partnership with the local government, and
other social and educational institutions. Such activities are to be considered, mainly, as
invitations for contemplators; however, they are also positive reinforces for regular clients
so as to keep high the action and maintenance levels (Andreasen, 2006).
Furthermore, with the scope of encouraging the stopover of those regarded as “frequent
visitors”, the worldshops are making use of the display windows as a consumer-pulling
mechanism. The representatives stated that periodical changes of the products exhibited
through the window catch the attention of those expecting new product arrivals; in
addition, the presentation of different themes within the store every month is one more
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engaging practice. At last, it is worth saying that the interviewee of the store of Bolzano
expressed that the shop tries to tighten the relationship with their registered costumers
via the circulation of an electronic newsletter. While the informant of the shop of Trento
opts for presenting original sets of gifts, so as to facilitate consumers a convenient
selection; furthermore, this store is often inviting consumers to participate in debates and
discussions about fair trade and, in other type of more practical activities e.g. fair cooking.
Figure 12 includes some of the activities executed by the worldshops in order to promote
themselves and, disseminate knowledge about fair trade and Altromercato, according to
the suitable communication approach.

Figure 12. Some communication activities of worldshops according to the intended
communication approach

6.2.4 The Consumers
The aim of these set of questions was to discover the characteristics of the audience which
the worldshops perceive as their primary market, namely those consumers who represent
the largest share in the consumption of the Altromercato´s offering. An additional
objective was to explore how the consumers are reaching the information, and whether or
not
such
information
is
shared
via
in-store
social
interactions.
6.2.4.1 Consumers` characteristics
First, information about the typical consumer of the worldshops was inquired. According
to the three worldshops, the typical consumer is represented by upper middle class women
in their forties, who generally buy food products. According to the shop of Bressanone,
these women are particularly tight to bio products. These characteristics provide a
description which corresponds to Altromercato´s delineation of its primary market as it is
now, namely the audience at action and maintenance stage of change. Consequently, this
might imply that this group of consumers is responding faithfully to both the
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Organization´s and the worldshops´ strategies; it seems that behavior-reinforcing
mechanisms are giving positive results. In addition, it should be highlighted that the
representative of the shop of Trento, expressed that two groups -people interested in art
and, youngsters- are considered as an emerging group of consumers; quoting her:
“sometimes, they [these two groups] come and spend quite a long time just exploring the
products, not buying”. These words are not consistent with what the Marketing Manager
of Altromercato sustained, when considering youngsters as consumers of the intangible
products, quoting him: “they [young people] visit the stores to get informed about new
events or debates they want to participate in”. The fact that young people are not “buying”
tangible products, but are “consuming” the intangible social offering is not being realized
by the worldshops; this could be attributed to the lack of interaction between consumers
and the staff. Consequently, the staff might not be aware of consumer´s interests. On the
other hand, people involved in art can be considered as contemplators, their original
motivation might be the artistic value of these unique products; however, while visiting
the store they are already acquiring knowledge about the social value of Altromercato
products.
In sum, as far as consumers shaping the primary market concerns, the shop´s
representatives described them as the middle upper class women in their forties. It was
made explicit that they were referring to the consumers of the tangible product; from
here, it is clear that the worldshops´ perspective of their consumers partly coincide with
Altromercato´s description of the primary market. By partly, it is meant that they miss the
point that young people might be consumers of the intangible products, as stated by
Altromercto. Worldshops´ failures to recognize a young audience as important
participants in the consumption of the intangible offering, leads the researcher to posit
that worldshops are missing the `in-store value sharing´ principle.
6.2.4.2 Consumers: Information and in-store social interactions
It was considered relevant to get an insight about how the communication process was
taking place inside the store; therefore, the researcher formulated questions aimed to
discover whether or not consumers demand for further information, so as to describe them
as information seekers or, purely as information receivers; in other words, whether the
communication happening in the worldshops are framed by a sending, consultation, or
interaction model (Woerkum, 2010). Moreover, given that the Marketing Manager of
Altromercato claimed that word of mouth is certainly a mechanism that is helping the
transmission of the message; the scope of the questions, here presented, was to explore
how the consumer-consumer and consumer-staff interactions were enriching the
worldshops´ environment.
There was a consensus in the answer of the representatives of the worldshops, who
sustained that in general, consumers do not show curiosity to learn more about fair trade;
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even if they are first comers -it was said- it is difficult to approach them. Such statements
do not support that interactions with the staff is a common communication practice inside
the stores –as claimed by Altromercato. This evokes the researcher to posit that the
predominant in-store communication process might correspond to the consultation model,
since it is likely that consumers have already identified the source e.g. the shop itself, the
product package, the tags on the shelves, and so on. Consumers might have already
looked at the product in the website or, perhaps other people have influenced them; so,
they know precisely what they want. In other words, they may have identified their own
sources of information. It cannot be rejected the possibility that consumers have also
identified the shop´s staff as source of information; however, they may be approaching
them only when needed; this may justify the little interaction with the staff.
To conclude, it is argued that more effort is needed to accomplish the objectives of
validating worldshops as places for social interactions, where the principles of fair trade as
well as the mechanisms to reach such principles are to be transmitted to the public. It is
not neglected that the organization of events, the utilization of printed material and the
distribution of newsletters do disseminate knowledge about fair trade, and inform about
current projects/activities; however, the scope of encouraging talks and sharing of ideas using the power of words- is not being addressed conveniently. As it has been sustained
by some of the scholar cited along this investigation (Rinaldi; Becchetti et al.) -and
confirmed by the informant of Altromercato- worldshops should be places in which the
exchange of the value of fair trade occurs. Supported by the information gathered in the
interview to the worldshop´s representatives, it can be argued that the worldshops are not
accomplishing such goal.

6.3 Observation
In order to complement and confirm the information provided by the three worldshops, an
observation took place after each interview was held. The approximate time was during
the afternoon (16h00 to 18h00) for the case of Bressanone and, during midday (11h00 to
12h30) for the cases of Bolzano and Trento. The activity was guided by the Observation
Guide built by the researcher (see Annex III). The guide included topics such as physical
features of the stores, characteristics of both the outdoor banners and display window,
environment of the shops, assortment arrangement, information provision –location and
type of material used-, message provision and content message, costumers´ and staff´s
characteristics, as well the interactions among them. The results of the observation are
presented as follows.
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6.3.1 Physical characteristics

Location (what part of the city, type of other stores around)
The importance of this element can be seen when comparing the cases of the shop of
Bressanone (not visible and difficult to find) with the other two shops, which seem to be
benefited by the strategic location they have i.e. many people were visiting the stores
during the time of the observation.

Outdoor banners (characteristics)
The store of Trento profits from a large and attractive banner. On the contrary, the stores
of Bressanone and Bolzano place an outside banner which is neither visible nor eye
catching.

Display Window (characteristics)
As it was claimed during the interview, the representatives of the stores of Trento and
Bolzano seem to be aware of the importance of the display window; the observation
confirms that both stores present an attractive product arrangement through the
windows. The store of Bressanone is the exception to this, the window is too small and
therefore, few products are presented.

Environment of the shop (music, colors, etc)
Color, sound and scent are important elements that can turn the store into a more
comfortable environment (Spangenberg et al., 1996; Bellizzi et al., 1983). The three shops
are designed with warm colors, giving a cozy sense to any visitor of the shop. Two of the
stores (Bolzano and Trento) played some background music, with rhythms from different
cultures. Scent such as incense (Bressanone) and fresh made coffee (Trento) was perceived
in two of the stores; while the shop of Bolzano did not offered any particular odor.

Size and Arrangement of the store (shelves, products)
The size of the store is important to make the experience more comfortable for both
consumers and sellers. Worldshops are supposed to be places where interactions happen; a
small place does not allow for it (as it is the case of Bressanone). Furthermore, small
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places make difficult the proper exhibition of all the products. On the other hand, the
stores of Bolzano and Trento are profited by a wide space. Moreover, the order in which
products are presented might be determinants of the decision making at the store. The
representatives of the Worldshops are aware that food products are the most preferred
items17. The latter might be the reason why these products are located at bottom of the
shop, inducing consumers to explore other products. It was also observed that each of the
stores have special sections highlighting different products i.e. the discount island, the
cosmetics corner, the gifts packages section; this is an important feature that characterizes
each of them. A final remark is that the three stores placed snacks next to the cashier;
given that snacks are not expensive at all, not so much thinking is required; therefore, this
could raise the impulse to consume them.
6.3.2 Information
Location of the information
The stores of Bolzano and Bressanone place informative material at the cashier; in this
respect, the observation does confirm what was sustained in the previous interviews.
However, it was observed that consumers were not taking the printed material, nor was
the staff of the store encouraging consumers to collect them. The store of Trento makes
important efforts to further communicate fair trade; the store makes use of the shelves to
place pieces of text about the product, the producers and, in some cases, the impacts that
the projects are having on the people. This may be an immediate way to transmit the
effect that the purchase happening at that moment can have on the producers -somehow,
it already creates a connection between producers and consumers.
Information hanging on the wall
The store of Bressanone does not place any kind of information on the walls. On the other
hand, the stores of Trento and Bolzano do hang quite a large number of pictures on the
wall; such images are emotional appealing. These visual informative elements aim at
transmitting the meaning of fair trade in such a way that little mental effort is required;
then, it facilitates the task for new visitors to comprehend the meaning of fair trade. In
addition, the images might reinforce the actions of regular consumers.
Information about the producers and their countries
In all cases, there is a tag corresponding to every product that includes the price and the
country of origin. Also, in all the stores the products hold information about the
producers. No further information about the producing countries is provided.
17

As they mentioned while being interviewed.
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Distribution of brochures, pamphlets with further information about fair
trade
Even if informative material is located next to the cashier, none of the shops encourage
consumers to take them. Exceptionally, the shop of Trento makes extra efforts by
including informative material in the shopping bag; the key idea of Trento’s initiative is
that the message leaves the store, so that other family members or friends get informed
about fair trade.

Information about Altromercato
Information about Altromercato is included in every product. Furthermore, most of the
informative material is produced by Altromercato, consequently, the consumer can read
about the organization in those brochures. Lastly, the three stores provided paper
shopping bags holding the name and logo of Altromercato, accompanied by some phrases
about fair trade.

Distribution of information about upcoming events
Only the shop of Trento provides leaflets holding information about upcoming fair trade
events, organized independently or in partnership with other organizations.

Other ways of transmitting information
Best practice: the case of Trento. This worldshop places recipes next to some products, so
that the consumers gain even more interest in purchasing the product, since they might
perceive the practicability of the product. Additionally, the store sells shopping bags made
out of recycled material with the phrase: “with fair trade: everybody wins”; this is a takehome massage that reminds consumers to keep consuming Altromercato products.

6.3.3 Message
Message framework (rational, emotional, moral)
The content of the message varies in every shop. In Bressanone, the store works out a
rational and moral content. The latter is made explicit with phrases such as “give dignity
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as a gift”; whereas rational content is present in the texts included in the informative
material and product labels. The shop of Trento exhibits complete information about the
practical benefits to the producers and their communities via brouchures, leaflets, product
labels and on-shelf boards. This store also frames its message in an emotional way,
through the images which are shown. The shop of Bolzano does not use narratives or text,
aside from what it is included on the product labels; rather images charged of emotional
content are presented.

6.3.4 Costumers
Age/gender.- The average age range of the visitors of the three stores was forty
to sixty years old. They were mainly women.
Interaction with other costumers.- In all cases, the interaction was produced
only when people were among their friends. In many cases, women were
discussing about the cosmetics and their quality. In Trento, the discussions were
mainly about the recipes found and their interest to cook with fair trade
ingredients.
Interaction with the staff.- In all cases, costumers would be asking specifically
about the products themselves rather than about fair trade. Little interaction was
observed though.
6.3.5 Staff
Age/gender.- Women, in their forties and sixties.
Dress code.- Informal in all cases.
Fair trade knowledge provided to costumers.- None during the observation.
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6.4 A young audience: perceptions and associations with Altromercato
Although this investigation does not focus on the demand side of fair trade, it was
considered relevant to interview a part of the public, so as to get an insight of their
perceptions and associations with fair trade, and particularly with Altromercato. The
scope of this section is to make the connection with the final element of the social
marketing planning system: the market.
As it has been stated, young people (18 to 33 years old) are not part of the primary market
of fair trade in Italy, it is shown that the average consumer is thirty four years old
(Becchetti et al., 2007); hence, the motivation for the researcher was to explore how this
particular target group is perceiving the communication strategies of Altromercato. The
relevance of targeting a young audience lays on the fact that they represent the consumers
of tomorrow. Moreover, at this stage of life, people set the values that will lead their
existence. If young adults are exposed to the importance of certain values like solidarity,
generosity, empathy, and the like; it is possible that they incorporate them in their lives.
Consequently, those values might determine the actions they undertake, including
consumption; “the habits they acquire today shape their adulthood lifestyles as well as the
global consumption patterns of the future” (Kola-Olusanya, 2008). In this regard,
youngsters are an important target for Altromercato; the values that the young audience
is creating should be related to those expressed by the promoted products.
In order to explore young people´s personal connections with this Organization, a semistructured interview was designed and organized according to the four aspects of the
marketing mix; i) product: respondents´ associations of Altromercato products with
quality, and with social, personal and environmental benefits; reasons to buy the product
were also inquired; ii) price: monetary cost perception and willingness to pay, as well as
other perceived non-monetary costs; iii) place: associations with accessibility, awareness of
places to have access to products, actual places of fair trade product purchase, perception
of both worldshop’s ambience and personnel, buying practices in the worldshops; iv)
promotion: message perception and, associations with fair trade. Additionally, two
conventional marketing techniques i.e. positioning and branding were tested in
accordance with the respondent´s familiarity with any fair trade organization and with
Altromercato itself, as well as with their associations with Altromercato`s brand. At last,
social interactions -as a factor used to share and build meaning- was explored via asking
about the interactions with the staff of the worldshop, as well as the interactions with
other consumers inside and outside the store (see Annex II).
Respondents provided different types of answers; for purposes of simplifying the
presentation of the data, the responses were grouped according to the content. As follows
it is presented how interviewees reacted to the specific topics; moreover, the use of
involvement theory as well as of cognitive and social learning theories assists the analysis
of those reactions.
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6.4.1 The product
Associations with quality. Two types of perceptions were found out: i) quality is selfrelated, “these products are good for my health”; and, iii) quality is self and environmentrelated, “the products are good for me and for the nature”. Additionally, while talking
about quality the respondents made implications regarding their practices of quality
assessment; for them it is important that any product has an informative label which
includes product origin (where and who made it), ingredients and/or raw material used;
and specifically, in the case of fair trade products, the assessment is enhanced if data about
the projects and the benefits are provided; quoting some of the respondents: “if I have all
the information of the production process, I can make sure of the durability of the
products”. In this regard, respondents are highlighting the functionality that labels should
have; their responses are consistent with Kotler (1984), who sustained that a label has two
important roles: identify the brand, and describe the product in terms of its producer,
country origin, contents, and the like.
Associations with personal benefits. These kind of benefits were considered by the
respondents in two different aspects: i) the physical benefits reflected on either the good
taste (immediate sensory perception) or, on the improvement of health (expected benefits);
and, ii) the psychological and/or moral wellbeing.
Associations with social benefits. Respondents recognized them by i) the principles
since, according to them, fair trade is “supporting the respect for human rights,
guaranteeing justice for others”; and ii) the tangible benefits, being either immediate
benefits because “producers get the right price”, or long term benefits, hoping that the
purchase have positive effects on the development of Southern communities.
Associations with the environment. Here, two kinds or reactions were encountered; i)
those holding a practical thinking: fair trade follows standards of bio-production; and ii)
those being critical about fair trade i.e. mentioning the effects of long distance
transportation (food miles).
Reasons to buy/not to buy the product. Findings on this respect suggest that there are
respondents who never buy Altromercato products; however, there is another group who
does it “from time to time”. Those respondents who do not buy the products offered two
types of arguments. First, there was a radical position of not buying due to lack of money;
second, it was expressed that they have not had the personal need to get involved with
this kind of consumption. The latter is reflected on the fact the respondents mentioned
that existing products in regular stores fulfills their consumption needs. On the other
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hand, those respondents who occasionally purchase the products, do it due to the necessity
to either give an original gift, or satisfy their own curiosity (tasting new and “exotic”
flavors).
The analysis of consumer involvement in ethical products requires the consideration of
two aspects: i) the involvement related to the product itself and, ii) the involvement
related to its ethical augmentation, which refers to the number of values engaged by the
product (Benzecon et al., 2007). The associations with Altromercato products that
respondents have expressed, might be a hint to explore how involved they are with
Altromercato; through their answers it is posible to get an idea of the values/goals they
prioratize so as to engage with the products. From the responses above mentioned, it has
been found out that self related benefits are extremely important elements associated with
quality. It can be argued that these respondents perceive that Altromercato products –if
considered as high quality products- improve consumer´s health; in view of that, they are
getting involved with the product itself and, could even be establishing a personal
relationship with it (Peter and Olson,1996 In: Raynolds, 2001). In the interview held with
Altromercato, it was presented that consumers are more focused on the expected and core
product18, namely on the physical attributes of the product as well as on the main benefit
perceived by them as individuals; they regard the augmented product (ethical
augmentations) as a less relavant element. The interviews to youngsters support the
latter; in other words, these respondents might be sharing this view with the current
consumers of Altromercato, when considering that the products should, at first instance,
provide personal benefits (as one important criterion to assess quality); as a result, they
rank environmental and social benefits on second and third place, respectively.
Altromercato is already communicating that “with fair trade, everybody wins”, implying
that not only producers are the beneficiaries of fair trade, but also, that consumers are
winners due to the high quality these products hold. Aiming at reaching the young
audience, such communication strategies are worth more efforts. These findings should be
an indication for Altromercato to design its promotional campaign giving emphasis to
product quality, specifically on the benefits provided for the consumer´s health. The use of
informative labels is a practice already undertaken by Altromercato, a continuation of this
activity is crucial, so that consumers´ quality assessment can offer positive results.
Although respondents are mainly concerned about the personal benefits (health benefits
are prioritized), the psychological and moral wellbeing -to be derived from the
consumption- should be communicated in a subtle manner. In this regard, the benefits
received by the producers could be presented from the human rights perspective; but,
more importantly, such benefits must be based on facts and figures regarding the socio
economic development of the producers and their communities.

18

Definitions are given in both the theoretical chapter and, previously in this chapter (see section 6.1.2.1)
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6.4.2 The price
Price perception and willingness to pay. In this respect, two counter positions were
made clear, i) a radical statement that prices are high and, as students they have a low
income which does not allow them to have extra expenses; and, ii) the willingness to pay,
provided that there are proved guarantees about the positive social impacts, and also,
because these ones are “products with a competitive price”, namely, that Altromercato
products are comparable to the products offered in regular stores.
Other costs perceived (aside from monetary costs). Three different responses were
obtained. First, there is the group who only considers monetary cost as an obstacle to
consume; in other words, they sustained that they do not have enough money to purchase
this type of products; but if they did have the financial resources, they would consume the
products, since “no other difficulties exist”. In this respect, using the price transparency
mechanism (showed previously in this chapter) should assist young people understand
how the price is calculated, so that they could gradually get involved in the consumption
of Altromercato´s offerings. The second group corresponds to those who consider palate
adaptation to new flavors as non-monetary costs. Respondents were very particular about
the “funny” taste of some Altromercato products, quoting a female respondent: “once I
bought sugar, but I do not do it anymore, because it tasted funny, it ruined my coffee”.
During the interview to Altromercato, it was mentioned that the Organization is doing
efforts to inform that products might taste different, for that, rational explanations are
provided to consumers. For instances, according to the Organization, coffee might taste
different because what they offer is a pure variety (mainly arabica) rather than a
combination of two varieties (robusta and arabica) 19; sugar might taste different because
when being brown sugar, it is less processed; and, so on. The scope of this type of
information is to induce consumers to understand the differences, and predispose them to
try a change; ultimately, consumers must be aware that such efforts should improve their
health. Thirdly, there are the respondents who consider the opportunity cost for the local
economy when giving up local consumption. It is legitimate that people want to support
their local economy; however, Altromercato is finding the way to explain that fair trade
should not be considered as a competition for local product purchases. For instances, on
line discussions make explicit that some products are not produced in Italy e.g. coffee,
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According to the interviewee, robusta and arabica are typically mixed in the coffee found in regular
supermarkets.
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chocolate, tropical fruit, a special rice variety and so on (Traversa, 2008)20; then, if a
person is consuming them anyways, fair trade is to be regarded as a better option.
6.4.3 The Place
Perceptions of accessibility. This aspect offers different types of scenarios, i) those who
sustain that fair trade products are difficult to find (they could not think of any place); ii)
those who are familiar only with worldshops as places to access these product; iii) those
who are familiar with both worldshops and supermarkets; finally, iv) those (very few
respondents) who are aware of the internet as a place to buy fair trade products.
Acquisition in supermarkets. The respondents who claimed buying fair trade products
in supermarkets were categorized in two types. First, the brand-conscious about their fair
trade shopping selection, since they include fair trade products in their groceries and can
recall the brand they consume. And second, those brand-indifferent, but committed to fair
trade, given that they include fair trade products in their groceries; however, they do not
pay special attention to the brand and/or the organization behind that product.
On line shopping. None of the respondents use the web to buy fair trade products, mainly
because they do not know that such products can be bought through the internet. The
small number of respondents who do know about this, prefer not to do it (no particular
reasons were given).
Visits to Worldshops. It was found that there are respondents who have never been to
any worldshop before. Nonetheless, the majority has –at least once- visited one of these
shops; three were the major motivations to do so, i) to satisfy their curiosity: they just
want to explore the place and its offerings; ii) to look for original gifts: they want to be
recognized by their originality, and demonstrate that they put some effort to find that gift;
and, iii) to please their social circle: agreeing to visit a worldshop due to social pressure.
Experience in the worldshop. In this respect, some of the worldshop visitors showed to
be pleased while visiting the shops; however, there are also some who did not enjoy the
experience at all. The former group claimed to like the experience because i) they felt
inspired by the physical attributes of the store: attractive store layout, nice ambience; ii)
they shared the values expressed by the store: liking the cultural and ethnic diversity seen
in the store; and, iii) they appreciated the extra benefits: conceiving the store as an
alternative place to relax, as “an escape from the traditional way of doing shopping in
which everybody seems to be in a hurry”. On the other hand, there are those respondents
disliking the store given that i) they did not approve the physical features: arguing that
20
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the small space hinders both the appreciation of the products, as well as the interaction
with the staff and other consumers; and, ii) they did not find any personal connection with
the intangible attributes of the store: feelings of discomfort with the ambience due to a
lack of identification with the presented values, “the shop is too alternative for me, I do
not want that people identify me as a hippie”.

Respondents’ description of the staff of the worldshop. Three types of answers were
provided. First, there are those who are positive towards the staff, they perceived the staff
as friendly and informative. Then, there are those who are uncaring about the staff, they
do not remember any particular feature about the shop’s personnel. Finally, there is a
group who described the staff in a negative way, sustaining that the staff is pushy and
lacks the necessary knowledge about fair trade.
Buying practices in the worldshop. In this respect, there are the respondents who never
buy in the worldshops either because they perceive the prices as too high, or because they
-as efficient shoppers- prefer to buy everything (incl. fair trade products) once they are in
the supermarkets. On the other hand, there are the respondents who are current buyers of
the worldshops, motivated by their previous experience with the quality of the products.
There are also the eventual buyers, who sometimes purchase the products there,
motivated by moral principles (help others), cultural principles (try exotic cuisine), social
acceptance (give original gifts), and/or personal benefits (satisfy their curiosity by trying
new materials and tasting new flavors).
The reactions of respondents in the shop regarding the information exposed to them (to
be presented in the following paragraphs), as well as their attitudes towards the shops and
their consumption patterns there, are to be linked with the type of involvement with both
the shops and the products. The literature presents three typologies of involvement:
enduring/situational, personal/impersonal and, rational/emotional (Houston and
Rothschild; Vaughn; Chombart de Lauwe; Baudrillard; Cantril). Those respondents, who
frequent the stores and, even purchase the products regularly, hold an enduring and
personal involvement; this refers to the fact that respondents feel that the worldshops and
the products are close to their personal values/goals. Personally involved respondents
enjoy in-store experience due to the shop`s values, which they identify with; furthermore,
respondents are consciuos about the quality of the products, specifically, on the selfrelated benefits; these youngsters are convinced that the consumption of Altromercato´s
social offering is coherent with their personal goals of eating healthy. On the other hand,
impersonal involvement is reflected on those respondents who feel pleased with the store
and/or products, but only regarding the physical attributes i.e. size, store layout, package
design, and informative label; so, no personal identification is possible. Furthermore,
contrary to the enduring type of involvement, situational involvement refers to the fact
that the consumer are motivated to visit the shops due to social pressure, or for simple
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curiosity; likewise, motives to buy a product respond to particular situations e.g. please
others, impulse of trying new flavors, give original gifts in special occasions, and the like.
The third type of involvement –rational/emotional- is relevant for the analysis of the
information reception, described in the subsequent paragraphs.

6.4.4 The Promotion
Associations with fair trade. Two types of associations with fair trade were expressed.
First, there are those people who are building associations purely with Altromercato and
the worldshops (as the first thought that came to their minds). A second group constructs
mental linkages with the social principles focusing either on the economic benefits for the
producers, or on the respect to human rights (this group did not recall any fair trade
brand/organization).
Getting the promoted information. In this respect, respondents were divided into three
categories: i) information seekers, as those interested in reading the printed material
distributed in the worldshops; ii) passive information receivers, those whose attention is
placed on the images presented in the worldshop, so the information comes to them in a
visual manner; iii) information indifferent, not recalling any kind of information placed
inside the shop.
The level of respondent´s involvement with fair trade issues is a factor that assists
explaining the differences of these three groups. It has been recognized that “involvement
exerts a strong influence on consumer´s decision process and information search” (Gilles
et al., 1985 p. 46); it is likely that information seekers hold high levels of involvement due
to their identifitication with the values of fair trade i.e. social and environmental
principles. Particularly, enduring involvement allows respondents to constantly act as
information seekers, who are willing to use all possible sources to obtain in-depth
information. Second, information receivers might be also involved; however, theirs has a
lower level. A situational type of involvement characterizes this second group, since they
are probably just starting to build the necessary conections between their own goals and
those of fair trade. It is worth pointing out that people, experiencing this kind of
involvement, represent an interesting segment for Altromercato. The positive attributes
they might attach to Altromercato, during their ocassional visits to the stores, are to be
reinforced so as to encourage a repetition in their behavior; hence, turning such situational
involvement into an enduring one. Finally the third group, defined as the information
indifferent, holds the lowest levels of involvement or, are not involved at all.
At last, both information seekers and receivers might construct links with the product
while getting the message promoted via the various sources of information. Such
connections could result in the attribution of affective and/or logical characteristics to the
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products. In this aspect, two types of involvement are possible, emotional and rational;
and, it is even likely a combination of both. Emotional involvement has to do with emotive
connections with a product; while rational involvement refers to the fact that it is the
reasonable content of the information which has appealed to them. In general, it is argued
that these respondents hold a rational involvement since their consumption is based on
the quality of the products and, even if respondents consume aimed to help improving
other people´s lives, they require the support of facts and figures.

6.4.5 Other marketing techniques: Branding and Positioning
In order to complement the analysis, two conventional marketing tools, namely branding
and positioning –introduced in the theoretical chapter- were used to have an insight of
respondent´s awareness of Altromercato´s brand, likewise respondents associations with
the brand were explored.
Familiarity with an Italian or European fair trade brand. Brand can be considered as a
“name, term, sign, symbol or design or a combination of these, intended to identify the
goods or services of one seller” (Kotler, 1984 p.482). Aiming at exploring whether a
young audience is familiar with Altromercato´s brand, it was considered useful first, to ask
for the name of any fair trade brand/organization; and, second to show the logo of two
Organizations –as a visual aid. Figure 13 shows the two Organization´s logos exposed to
the respondents, namely Altromercato and FLO. If as a result of the former,
Altromercato´s name was mentioned, it would imply a strong brand´s positioning in
consumer´s mind. However, only recognizing the logo sends signals that Altromercato´s
brand might not be meaningfully positioned.
At first instance (without any visual aid presented), the majority of the respondents were
only aware of the worldshops as their main reference of fair trade, without making any
connection with Altromercato. Some other respondents demonstrated awareness of the
existence of Altromercato, only after the researcher had shown the Altromercato logo to
them. A third group was not familiar with any organization, not even after being exposed
to both logos.

Figure 13. Logos exposed to respondents as one way to explore brand`s positioning
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The capacity to recall the brand is one of the factors to explore the brand`s level of
positioning. Andreasen et al. (2003) sustains that positioning is realized by exploring
where the “offering resides on the consumer´s mind”. In this respect, Rinaldi (2007) states
that fifty percent of those who are aware of fair trade in Italy, recognizes Altromercato´s
brand. It can be argued that some of the respondents did recognize the brand (via its
logo); nevertheless, they did not recall it spontaneously, as they did with the worldshops.
According to the responses obtained, Altromercato do have a level of positioning in
people`s mind; however, it seems that the worldshops hold a more protagonist role. This
could be attributed to the fact that worldshops might be one of the modes to materialize
the concept of Altromercato21 i.e. the shops are the visible and tangible part of the
Organization, through which consumer have access to both products and discussions.
Lastly, positioning is also realized through investigating “what associations the individual
has with the brand” (Andreasen et al., 2003); this is analysed as follows.
Associations with the Altromercato’s brand. Regarding this aspect, four different
associations were found out among those who were familiar with the Organization
(recognizing the brand after exposure). One group was concentrated on the personal -but
tangible- benefits offered by Altromercato, arguing that “these are stores which are easy
to find, and sell healthy products”. This first group is focusing on the first element of
Altromercato´s brand –defined as the brand´s functional abilities or its skills (Biel, 1997
In: Fill, 2005). In other words, the practical benefits of the brand are realized through the
benefits these respondents get by visiting accessible stores which offer products that
improve their health.
A second and a third group of respondents made the links with i) the social principles of
Altromercato: “the Organization helps to improve other people´s lives”; and, ii) the
environmental benefits: “the products follow biological production standards”,
respectively. Finally, there are the respondents who associate the brand with the cultural
diversity, “the hand made products allow a connection with other parts of the world”.
Once again, consistent with Biel, it is recognized that these last groups of respondents are
focusing on the third element of the brand, that is to say that they perceive being morally
and psychologically enhanced by consuming Altromercato`s brand, rather than
experimenting purely a physical gain (which is consistent to element one). Respondents
might feel that by consuming a brand that provides social and environmental benefits, and
that also offers the possibility to get close to other cultures, they are contributing to the
world´s improvement, a feeling of wellbeing might be derived from that; therefore, their
relationship with Altromercato´s brand is strengthened.

21

Products, as tangible objects, might represent another mode to materialize Altromercato.
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The second element of the brand -namely the personality which Altromercato´s brand
might hold- was not implied in the answers; respondents did recognize the first, the
brand´s skills to provide practical benefits and, the third element, its capacity to
contribute to better off the world.
6.4.6 Youngsters and their social interactions
The personal characteristics of the respondents and whether they socially interact and
learn from others are the basis of the following analysis. Hence, this last section makes use
of cognitive and social learning theory. First, it should be reminded that cognitive
orientation considers five elements as important determinants to understand the way
individuals reacts to information; these elements are personality, attitudes, environmental
factors, perception and learning. Second, social learing theory implies that individuals
observe and imitate others based on the outcomes of the behavior of others.
Interaction with the staff of the worldshop. Some respondents claimed that the
interaction held with the staff was useful to better grasp the notion of fair trade. These
respondents are to be regarded as information seekers; for them, presented written
material might not suffice, rather they are willing to interact with the staff so as to get as
much information as possible. In addition, it is also possible that these respondents hold
an outgoing personality, so they feel pleased when interacting with others. Personality is
one of the elements of cognitive orientation, used as determinant to understand the way
individuals react to external stimuli i.e. staff.
On the other hand, there are those respondents who are not “willing to” recognize, or
simply do not recognize the staff as a means of communication. For this second category,
many explanations might be posited, one possible reason is that those respondents have
entered the worldshop forced by others (friends or family), so their discontent might be
reflected on a lack of interest in talking to others. A second reason could correspond to
the individual personality, for instances shyness might lead to avoid social interactions.
Furthermore, the staff’s characteristics may be regarded as an environmental factor -as
one more element of the cognitive orientation; this factor reflected on staff´s age could be
regarded as an interference for interactions i.e. given that the majority of the staff is above
fifty years old, it could cause that young respondents might not be feeling identified with
them. Finally, it is likely that these respondents are information seekers who do not trust
in the staff´s knowledge; hence, they opt for acquiring information by themselves, using
printed material, package labels, and the internet as their main sources of information,
considering the interaction with the staff only as a last resort.
Interaction with other consumers. Among those respondents who expressed having
interacted with other consumers, there are two main subdivisions: the conservative ones,
as those who only interact with people they have met before i.e. friends, colleagues; and,
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the intrepid ones, interested in talking to people they get to know at the worldshop.
Certainly, there is also the group who prefer not to interact with other visitors, for this,
no particular reason was given.
As reasoned in the precedent part, personal characteristics (personality) play a role in the
interactions. Shy people opt either for not interacting at all, or do it only if they are
accompanied with persons they know. Intrepid respondents, those who are willing to
establish a conversation might be very outgoing people; it is also likely that they are
highly involved with the issue, showing great interest in obtaining further information, so
they approach others to enrich their own knowledge.
Social influence: friends and family. Concerning the use of word-of-mouth, as a way to
pass on information, discussion with friends is used among some of the respondents.
Those conversations have positive and negative implications for Altromercato. On one
hand, respondents claimed that their talks are mainly about the principles of fair trade,
namely how it helps improving the living conditions of the Southern producers. On the
other hand, conversations focus on the monetary costs of fair trade products. At last, there
are also the respondents who never hold any discussion about fair trade with their friends.
Regarding the family, many respondents stated that some of their relatives regularly buy
fair trade products; in addition, some of them claimed to feel influenced by those
consumption patterns.
This section concludes by stating that individuals may shape their behavior while
interacting with their external world (Bettinghaus, 1994); in this regard, social
interactions might influence on consumption. It is worth noting that talks among friends
and family could reassert the presumptions that respondents might have towards fair
trade and, towards Altromercato in particular. As social learning theory states, people
identify with others not only to guide their actions, but also to guide their feelings and
thoughts towards a particular issue or object (Bandura, 1969). It is crucial that
Altromercato motivates the public to interact among them; such actions should aim at i)
supporting the positive notions that these respondents claimed to have i.e. the social
benefits for the producers; as well as at ii) providing arguments to destroy their negative
bias i.e. putting extra efforts to explain the costs behind the monetary price. In sum, the
scope of encouraging social interactions is twofold: increase the number of people involved
with Altromercato`s social offering and, stimulate discussions and debates that enrich the
fair trade movement.
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7. CONCLUSIONS
This investigation was guided by a research question aimed at revealing the
communication strategies of Altromercato used to promote its social offering. The
theoretical background set the basis to select research methods such as semi-structured
interviews and observations. The selected methodology was fundamental to answer the
main question, which was subdivided into three sub research questions. A synthesis of the
results of this investigation is presented in this chapter.

7.1 Sub research question one: The target audience of Altromercato
The information obtained from Altromercato and the worldshops, and observed by the
researcher, leads to sustain that the typical consumers of Altromercato`s tangible
products, namely those composing its primary market, are middle upper class women in
their forties. In addition, it was found out that Altromercato considers young people as
consumers of the intangible offering i.e. campaigns and other events. In this regard it is
worth mentioning that youngsters represent a special audience since their active
participation in campaigns and debates is helping to spread Altromercato’s message and,
hopefully, encourage others to join the intangible and/or tangible consumption. It can be
stated that a young audience is acting as strong influencers; in this aspect, youngster are
also shaping Altromercato´s secondary market.

7.2 Sub research question two: The main distribution and communication channels
Two main distribution channels were identified: special shops, known as worldshops; and,
mainstream channels, mainly supermarkets. The latter has helped to expand the audience
of Altromercato and has increased consumer awareness of fair trade products.
Supermarkets have proved to be preferred by those consumers who consider themselves
as very practical i.e. efficient shoppers who prefer supermarkets to do their regular
shopping (incl. fair trade products). In regard of worldshops, their distribution role
becomes more effective when the shops present a convenient product layout, and provide
the adequate elements i.e. accessible location, convenient size, cozy ambience -proper
color, music and scent selection- that make consumers have a good in-store experience. At
last, the characteristics of the staff i.e. knowledge, age, personal attributes- are important
elements to attract consumers. Efforts to work on worldshops´ exterior and interior
design have been done to provide an attractive environment in which new and regular
consumers can feel comfortable.
Nonetheless, worldshops do not only perform the role of distributors; they also act as
communication channels. As communicators, the shops are subject to the applicability of
the three communication approaches: personal, selective and mass. The latter is used
through the organization of public events, which are intended for both (pre)
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contemplators –so as to raise their awareness, as well as for those at the action and
maintenance stages –so as to positively reinforce their behavior. Regarding the selective
communication approach, the stores place printed material in strategic locations; this
material consists of information about fair trade, as well as about Altromercato, its
projects and its producer partners. Lastly, the personal communication approach is
practiced via the distribution of newsletters to registered consumers so as to keep them
updated, as well as via the provision of special invitations to exclusive events; all this aims
at tightening the relationship among Altromercato, the producers and the consumers.
Nevertheless, a more important objective of the personal communication approach is
supposed to be accomplished via the staff. It is expected that the latter ensures a more
familiar and long lasting relationship with the consumer. The intended interactions might
be happening; nonetheless, they were corroborated neither by the observations, nor by the
interviewees (youngsters and shops´ representatives).
The focus on different approaches according to the audience´s state of change and, the use
of multimedia (Siegel et. al., 2007), characterizes the communication channel selection of
Altromercato. Hence, aside from the worldshops (where selective and personal
communication approaches are given priority); Altromercato complements its
communication strategies by making use of a mass approach. The use of mass media i.e.
television, radio and newspapers, is a practice that aids Altromercato to make people
know, believe and, hopefully, consume its offering. The Organization has built significant
connections with journalists who are often interested in doing a follow-up of
Altromercato´s latest projects/actions. At last, the organization of events aims at reaching
a broader audience. These efforts were supported by the responses of young people who
claimed that Altromercato´s brand is commonly seen in public events.
7.3 Sub research question three: The content of the message
As sustained by the scholars, a message can have a rational, an emotional and/or a moral
content. Altromercato has constructed a message characterized mainly by its strong
rationality. The message provides information that allows a comparison of both the
regular and the fair trade market; benefits and costs of both realities are expressed.
Mainly, it is the package label, the printed material, and the website which carry purely
informative information. Complementary, Altromercato`s mantra: “with fair trade,
everybody wins” clearly transmits a rational content; this phrase outstands in the
worldshops, likewise, it is printed on the shopping bags. Derived from the response of the
youngsters (considered as (pre) contemplators), it seems that the rational content is being
powerfully perceived; their associations of Altromercato`s products with personal benefits
(healthy products), but also with social benefits (producers get the fair price, and therefore
are economically benefited) support this argument. The rationality of the message is
strengthen by offering in-depth information, required by those at the action and
maintenance stages; in this respect, detailed data, testimonies and, facts and figures are
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presented via the website and newsletters, as well as through special events and organized
debates.
Although with less intensity, Altromercato builds its message with an emotional content.
This is particularly presented via images showing female producers and children, which
are placed in the worldshops, also included on the printed material, and on the website.
Furthermore, phrases such as “preservare i diritti umani delle done e dei bambini
(protecting women and children rights)” support the emotional element of the visual
message. In order to complement the message, there is a moral connotation in the
narrative of the texts exposed to the visitors of the worldshops; for instances words like
“regala dignità (give dignity as a gift)” or “promuovi la giustizia sociale e la dignità
(promote social justice and dignity)” invite the reader to act for a moral duty. It was found
out that respondents associate Altromercato with the respect for human rights and, the
guarantee of justice for all; this fact, implicitly, shows that the moral content of
Altromercato`s message is being perceived.

This investigation concludes recognizing that Altromercato gives strong emphasis to the
communication function of each of the four Ps of the marketing mix. Furthermore, aiming
to attach social sense to each variable, namely product, price, place and promotion (Peattie
et al., 2009); the communication strategies analysed imply that Altromercato:
i)

Proposes a consumption that garantees that “with fair trade, everybody
wins” (proposition replacing product)

ii)

Justifies the price with reasonable arguments and, highlights that the social
benefits outweighs the total costs (cost of involvement replacing price)

iii)

Provides access to the products and their meaning, access to the
information, and access to exchange of ideas with others about fair trade
(accessibility replacing place)

iv)

Communicates the real benefits for all the participants of the “Chain of
Solidarity” (social communication replacing promotion)
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8. RECOMMENDATIONS
This chapter provides guidelines that aim at encouraging the continuation of the best
practices being undertaken by Altromercato, as well as offering recommendations to
design communication strategies that can assist building on and reinforcing the
relationships with its audience. The recommendations are organized according to the
social marketing planning system which has been guiding this investigation.

Altromercato and its environment
Regarding its environment, two factors are worth noting. First, it is suggested that
Altromercato makes greater efforts in the creation of alliances with other institutions so
as to reach a broader audience. Although the website informs that Altromercato is
proposing the issue of including fair trade in public procurement, further steps are to be
taken to achieve such goal. Additionally, it is crucial to develop and strengthen more local
partnerships, not only with the government, but with other institutions e.g. academic,
cultural. A second element of the environment to take into consideration regards the
competitive factors, Altromercato should communicate that fair trade is not in opposition
to local consumption. Respondents were critical about this aspect; hence, it is crucial to
communicate that products such as coffee, cacao, some tropical fruits and the like, are to
be imported as long as Italian consumers demand them. Besides, buying handicrafts from
other cultures help to share cultural values. The blogs in the web are already mentioning
these arguments; however, those virtual spaces might not be visited by (pre)
contemplators. Mass communication regarding this issue is crucial. Such information
should be made explicit in the printed material that is distributed in public events, so that
people destroy that negative bias towards fair trade.

Altromercato`s Marketing Mix
The Product
Figure 14 illustrates the elements that respondents consider as priority in order to
evaluate whether a social product has quality. Their first priority to assign quality regards
the personal benefits, specifically health. A second position was given to environmental
benefits. This is supported by the representative of the store of Bressanone, who
mentioned that current consumers are constantly asking about the organic element, bio
production is relevant for them. At last, the social benefits were mentioned; however,
these benefits must be backed up by real facts and figures. The recommendation for
Altromercato is to build its communication strategies highlighting that the products
contribute to health enhancement; this is a key factor for quality perception, as
respondents stated.
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Figure 14. Respondents` associations with quality of social products

In addition, respondents sustained that an informative label is one important mechanism
to assess quality; the more they know about any product they have in their hands, the
more confident they feel when assessing its quality. Altromercato´s product label carries
out such practice; the label informs about the Organization, product origin (producers and
country) and ingredients, it also includes nutritional facts (for the case of food products).
The latter is extremely important for consumers; nevertheless, it is suggested than aside
from including the typical nutritional information (found in most products in the regular
market), a piece of text informing the reasons why such product is good for the health is
to be included. For instances, phrases such as “this chocolate bar is made out of organic
pure cacao full of antioxidants that enhance your life quality”, should communicate the
personal benefits that consumers are looking for.
Finally, the practicality of the physical product is also attached to the originality of
Altromercato products. Respondents prefer these products when they have the occasion to
give gifts for friends. Altromercto should take this into consideration and present
products as the most convenient idea for a gift. In this respect, phrases like: “sorprende ai
tuoi amici col regalo giusto (surprise your friends with a fair gift)” should encourage the
purchase. At last, an appropriate initiative could also be to offer the possibility of
purchasing a gift voucher, so that the receiver must visit the shop to select the gift; this is
also advantageous since more people are `pulled´ to the shops.

The Price
On one hand, monetary costs are reflected on the high price perception, this is an element
that should be explained and justified. Altromercato makes use of the price transparency
mechanism, which is included in the website, and in the annual reports. Nevertheless,
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these two channels are used by people who are already engaged with the Organization; in
this aspect, it can be argued that such mechanism has mainly an accountability function. It
is recommendable that Altromercato includes the price transparency tool also in the
informative material that is to be distributed when using a mass communication approach.
The latter should assist (pre) contemplators to comprehend the perceived high prices, and
raise their willingness to consume. On the other hand, non-monetary costs –as sustained
by Altromercato- are reflected on the accessibility of worldshops; for this, strategic
locations are recommended (specifically in the case of the shop of Bressanone). Finally, the
cost related to taste adaptation requires actions that encourage consumers to try different
flavors; in this line, it is suggested the provision of reasons for the taste difference of a
wider range of products; additionally, in-store product tasting -supported by oral
explanations- might help to educate consumers´ palate.

The Place
Mainstream channels of distribution. “A study conducted with a large sample of Italian
consumers states that purchases in supermarkets and worldshops are complementary not
substitutes, and that awareness of fair trade criteria induced by purchases in supermarkets
is just slightly lower than that induced by purchases in worldshops” (Becchetti et al.,
2008). The use of supermarkets is then, helpful to raise people´s awareness, but an over
commercialization of Altromercato should be avoided; the Organization should keep
consistency with its funding principles reflected on its name i.e. Another market. For this, it
is recommended that the communicational campaigns of Altromercato make clear that
supermarkets are assisting to raise awareness of pre-contemplators and contemplators;
and, that these places also, act as facilitators and/reminders to those who belong to the
action and maintenance stages. Moreover, the message must make clear that it is in the
worldshops where the whole concept of the Organization materializes.
An additional recommendation regarding the alliance with supermarkets is that
Altromercato should address supermarket´s managers to discuss the possibility of
including Altromercato´s product in the promotional magazines which those places
distribute; the purpose is that people are aware of such products even before visiting the
supermarkets.

At last, given that consumers regard health as an important conditioning element for
product consumption, it is recommendable to increase and strengthen the alliances with
bio-shops as alternative places to distribute Altromercato products. In this way,
consumers would directly link Altromercato with bio production, hence with health
benefits. Moreover, it is suggested that extra efforts are made to persuade these bioshop´s managers to locate Altromercato products in a special section of the shops, so that
confusions with other products is avoided.
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Worldshops. The use of mainstream channels as fair trade product distributors is not only
attributed to Altromercato, other fair trade organizations are utilizing supermarkets for
such purposes. This raises competition dynamics and requires that Altromercato
worldshops improve some elements in both the distribution and communication roles of
the shops. It is important that worldshops do not lose their protagonism; with the
appropriate strategies they should reinforce and extend their positioning in consumer´s
mind. As distributors, it is suggested that Altromercato keeps in mind that two important
factors should be central: store location and layout; in this respect the Organization shows
its concerns, and steps to improve are being taken (the shop of Bressanone will be better
located by spring 2011). Complementary, a fresh and young style should be given to the
stores not only to attract a younger audience –as sustained by Altromercato, but to
communicate female consumers, in particular, that the stores bring them closer to their
aspirational age. Hence, it is suggested that Altromercato´s plan gradually expands to
most of the worldshops.
From the responses of young people, one motivation to buy Altromercato products, is
giving original gifts to their friends. Then, it is suggested to reserve a store section where
a combination of products is presented, so as to be regarded as nice options for gifts. It is
worth pointing out that the physical environment might be enhanced if the stores place a
café bar inside the store. This is an attractive element for new consumers who, although
may enter the store to drink some coffee and grab a snack, rather than to explore the
products, they might increase their curiosity to visit the store. Two other advantages of
the café bar is that first, consumers can taste the products, so that two product`s
attributes –trialability and observability- can be perceived. Second, the bar should allow
the interaction among consumer, who, inspired by the atmosphere, might initiate talks
about fair trade. The latter was indeed a practice in the store of Bolzano, but due to a
shortage in its financial resources, the bar was closed. Anyhow, this is a recommendable
strategy for any worldshop, provided that financial resources and size allow for that. An
alternative to the latter, which promises similar results, is the offering of freshly made
coffee22; if costumers gather around a coffee maker, it is likely that product tasting (not
only coffee, but other food product can be offered), and social interactions are stimulated.
Ultimately, as Kotler (1975) sustains “nonprofit organizations should understand that
their atmosphere communicate a great deal to their clients”.
These words of Kotler lead the researcher to focus on the shops´ communication role. Instore communication mainly happens via i) informative material distribution, pieces of
texts located on the shelves and/or the products, and images hung on the walls; and, ii)
social interactions. It was found out that strategic places to distribute the printed material
are those next to the cashier; however, visitors were not taking them. In this respect, it is
22

This recommendation aims at replicating the practice of the shop in Trento.

115

suggested that an encouraging banner holding a phrase such as “do you want to know
more about fair trade? Please, take one!!!” are to be used as headings pointing at the
written material. Also, the inclusion of such informative material inside the shopping
bags23 assists that the message is spread among friends and family. Finally, it is advisable
to increase the number of visual aids, because pictures might facilitate process of
consumer´s understanding regarding the reality of the Southern producers.
Focusing on the second aspect of in-store communication i.e. social interactions, the
findings show that significant interaction between staff-consumers and, consumersconsumers is not a common practice in the stores. It was observed that some sense of
selling experience is needed; therefore, it is vital that the personnel are instructed on how
to approach consumers. Specifically, permanent staff should be trained to acquire
commercial skills i.e. how to listen to the consumers, how to be responsive to them. Given
that the volunteer’s turnover is high, the professionalization of the staff in terms of selling
skills might be costly; however, a couple of introductory seminars are desirable. At last,
the characteristics of the staff –age, in particular- might be a bottleneck in the
communication process inside the shops. It is sensible to diversify the age of the
volunteers so that more people in different ages feel identified with them, facilitating
social interactions. A good initiative, worth being replicated, is that of Bressanone. It was
informed that the store establishes alliances with the “Young Caritas”, this Organization
aims at calling the attention of youngsters to join volunteering activities for social issues.
This kind of initiatives should assist Altromercato to incorporate younger volunteers in
the worldshops, therefore, attracting a younger audience.
The Promotion
Communication channels. Altromercato is using the three communication approaches
when selecting the channels to reach the audience at different stages of change. As it has
been mentioned, the use of mass media (television, radio, newspapers) is possible due to its
established relations with journalists representing those means. It is recommendable to
strengthen such relationships so as to appear more often in the media, and make the public
aware of the events and projects going on. Furthermore, it is suggested the production of
a documentary with a light content (maybe with the assistance of university students of
journalism or publicity) to be broadcasted on television –when possible-, to be made
accessible to educational institutions, and/or to be presented in special events.
One important medium used by Altromercato to communicate its social offering is the
web. In this case, the internet assists with both the selective and the personal
communication approach. In the former, Altromercato´s website involves consumers with
a rich content of information i.e. producers´ profiles, current and upcoming projects,
among others; also, Altromagazine (the annual report) can be accessed there. Another
23

Idem
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aspect is that the product assortment is made visible on the web, but Altromercato does
not offer the possibility to buy products on line, in this way consumers feel encouraged to
visit the stores; such is an outstanding strategy which should remain. The web´s personal
communication approach is stressed in the section called Equospazio, where
questionnaires and surveys are used to get consumers´ feedback.24 But more importantly,
forums and blogs are presented in this web´s section. The on line discussions are
dedicated to the virtual social interaction, leading –hopefully- to the exchange of value.
During various visits of the researcher to the web (last access: March 22 of 2011), it was
seen that the blogs are not updated (the last blogs was published in 30 of July of 2009). It
is recommendable that the themes under discussion change periodically, so that visitors
can have the chance to connect with new topics, and feel pleased to participate in current
discussions. At last, the initiative called “Io ci metto la faccia (I show my face)” is worth
mentioning, since it may attract more people to join this discussion spaces, specifically
young people (it was seen that the majority of pictures correspond to people under thirty).
The researcher encourages Altromercato to maintain such initiative.
The message. As Golding (2008) sustains, fair trade products are a blend of commercial
and ethical attributes. This is supported by the respondents, who perceive both the
physical and the social attributes, though giving main emphasis on the former. It is
recommended that the message of Altromercato tackles both, but stresses the physical
attributes; in this respect, arguments on products´ ability to enhance health are needed.
Nevertheless, the arguments are to be complemented with facts about the real benefits for
the producers. In sum, the rationality of the message is highly appreciated by youngsters.
Moreover, from additional responses given in the interviews, it is advisable that
Altromercato works out messages aim at reducing the perceived costs; for instances,
phrases like “dear to try new flavors, which will fairly treat your palate and health”,
should encourage consumers to adapt their palate to new tastes. It is also suitable to
reinforce the motivation of giving original gifts, the use of phrases such as “do not be
indifferent to the special occasions, surprise your friend with a fair and unique gift” should
communicate a mix of rational, emotional and moral content.
The market
Given that the primary market of Altromercato (consumers of tangible products) is
composed of forty to fifty year old females, it is sensible to appeal them with products that
point their aspirational age; the latter implies that these women may want to feel younger.
24

For instances, a survey about coffee inquires the consumer’s knowledge about this product, and
everything
behind
its
production
and
impacts
on
the
producers.
Available
at:
http://www.altromercato.it/it/equospazio/sondaggi/caffepuro
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Hence, the clothing, jewelry and other personal products should communicate a fresh and
lively style. Once again, working out the store image aimed at attracting youngsters,
should also be regarded as a useful strategy to reinforce the consumption patterns of the
primary market, as it is now.
Furthermore, a young audience is an important group for Altromercato since they i) are
significant consumers of the intangible offering i.e. campaigns; and, ii) represent the
consumers of tomorrow, helping the movement to sustain over the years. These
arguments inspired the researcher to provide the following recommendations: organize
events in partnership with universities, so that the concept of fair trade is grasped by
students (highlighting the logo of Altromercato); discuss the possibility to include
Altromercato products as ingredients for the food served in university cafeterias; place
vending machines which offer Altromercato products in university campus; stimulate
discussion among youngsters by distributing more informative material in places
frequented by young people e.g. café bars, public libraries, etcetera; promote the existence
of trendy products, already launched by Altromercato i.e. beer, snacks, t-shirts,
highlighting that the price premium ensures quality, as well as environmental and social
benefits. A final remark, the message should make youngsters feel that -as actors
supporting fair trade- they are giving strength to the movement; hence, they have the
power to make a change. These are reinforcers that should encourage young people to
keep making possible Altromercato´s mission.
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9. DISCUSSION
The literature review and the selection of a suitable methodology allowed the researcher
to achieve the goal of analyzing the communication strategies of Altromercato. This paper
was framed by the social marketing approach, which in combination with both consumer
behavior and communication theories, has proved to be crucial to assist not only with the
promotion of social products, but also with the communication of the impacts of such
consumption. The researcher considered as extremely valuable the Marketing Planning
System of Kotler and Zaltman, hence, it was the model leading the investigation. The
design of the methodological tools, as well as the analysis of the results was organized as
the mentioned system proposes. This facilitated the structure of the report and, hopefully,
offers clarity to the reader.
Semi-structured interviews proved to be an appropriate method for the present report;
while executing the interviews the researcher had the opportunity to ask the interviewees
for clarification so as to interpret the provided information as accurate as possible. The
observation was key to confirm some of the data received, but also to come up with more
recommendations for Altromercato shops. The results were analyzed in accordance to the
theory presented in the literature review; significant linkages were done with involvement
and exchange theory, with cognitive and social learning theory, with communication
approaches and communication models. Complementary, notions of the consumers´ stages
of change model, as well as an examination of message content were used in the analysis.
Limitations of the present research have to do with the small number of worldshops
observed, as well as with the sample size of youngsters interviewed; time constraint did
not allow for more. Ultimately, it is expected that the results of this investigation are not
only considered by Altromercato; rather the purpose is that the results are taken as a
reference by other fair trade organizations, as well as by those organizations aiming to
engage people with social/ethical consumption.
The author recommends further research on consumer´s acceptance of the strategies
being executed and, on consumers´ perceptions of the attributes of Altromercato´s
products; this will be a complement to guarantee that communication strategies reach the
intended goal. In addition, future investigations could explore the obstacle faced by the
worldshop´s staff to approach consumers. At last, on more issue that remains unresolved
regards whether committed ethical consumers approve the use of conventional marketing
and, if so, where the boundaries of such practices should be set; further research in this
aspect is also suggested.
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ANNEX I. Semi-structured Interview with the representatives of the Worldshops
The relationship between worldshops and Altromercato
1. Do you work in coordination with the offices of Altromercato? How often do you meet
them or keep contact with them?
Worldshops as Communicators

2.
3.
4.
5.

• The Staff
How many people work here? How many volunteers?
What it the age of workers?
How are the workers trained in terms of knowledge of fair trade and Altromercato?
How does the staff transmit their knowledge regarding fair trade and its benefits?
• Informative material provision

6. How do you present information about fair trade in the store (banners, brochures,
etc)?
• Other strategies to attract the audience
7. How does this worldshop inform consumers about its existence?
8. How does this worldshop persuade people to visit the store to buy the products?
9. What strategies, within the store, are used to encourage consumers keep frequenting
the stores?
10. Does this worldshop organize events? How are they communicated?
Consumers
• Consumers` characteristics
11. How would do you describe the typical consumer of this worldshop?
• Consumers: Information and in-store social interactions
12. Are consumers curious about the meaning of fair trade? Do they ask for further
information?
13. Is there interaction between staff-costumers, and between costumers-costumers?
• Additional information or final remarks (?)
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ANNEX II. Semi-Structured Interview with a Young Audience

Criteria for selection: Gender: m ( ) f ( ) Age: __________
Filter question: Do you have positive feelings about fair trade?
___ Yes (continue the interview) ___ No (end of the interview)

Product
1. If I mention the following words, do they tell you anything about fair trade?
Quality: what is quality for you? What can you tell me about the quality of fair
trade products?
Personal benefits: how can consuming fair trade products give something good to
you?
Social benefits: how do you think that fair trade products help others?
Environment: how do you think fair trade products help the environment?
2. Do you buy fair trade products? If yes, why and how often? If not, why not?
Price
3. In terms of price, how do you find fair trade products?
4. Would you be willing to pay extra for fair trade products? Why?
5. Let’s suppose that fair trade products do not differ in price with other products in
the market, what other difficulties do you find for your consumption of fair trade
products?
Place
6. For you, is it easy to find fair trade product, which places come to your mind?
7. Do you buy any fair trade product when you go to the supermarket? Why? Do you
remember the label/brand?
8. Have you ever bought fair trade products on line?
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9. Do you feel attracted to visit worldshops? Why?
10. If you have ever visited any worldshop:
a. Did you enjoy the experience? Why?
b. Can you describe the store, the staff?
c. Did you buy anything in the worldshop? Why?
Promotion
• The message perceived
11. When you think about fair trade, what it the first thing that pops up in your mind?
12. Could you name any Italian or European fair trade brand/organization you are
familiar with?
13. Do you recognize this logo? (show Altromercato logo, and another one (FLO)
a. What does this logo say to you?
• Getting and sharing information
If you have ever been to a worldshop:
14. Did the information presented in the store help you to better understand fair
trade? How was the information presented?
15. Did you interact with the staff? If so, did such interaction help you to better
understand fair trade? How?
16. Did you interact with other consumers? Why?
Other social interactions:
17. Do you talk about fair trade among your friends? If so, what kind of things do you
discuss?
18. Does anyone in your family consume fair trade products? Do you feel influenced by
this person?
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ANNEX III. Observation Guide
Physical characteristics:
Location (what part of the city, type of other stores around)
Outdoor banners (characteristics)
Display window (characteristics)
Environment of the shop (music, colors, etc)
Size and Arrangement of the store (shelves, products)

Information:
Location of the information
Information hanging on the walls
Information about the producers and their countries
Distribution of brochures, pamphlets with further information about fair trade
Information about Altromercato
Distribution of information about upcoming events
Other ways of transmitting information
Message:
Message framework (rational, emotional, moral)

Costumers:
Age range/gender
Interaction with other costumers, with the staff
Staff:
Age/gender
Dress code
Fair trade knowledge provided to costumers
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